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F you are going to have an advertisement in 
the next issue of the American Newspaper 
Directory, you have not a minute’s time to lose. 
You should send the copy just as soon as you 
see this. All that portion of the book which de- 
scribes the papers and fixes the circulation ratings 
IS ALREADY PRINTED, and, therefore, you need 
have no hesitation about sending an order on the 
supposition that you are buying a higher circu- 
lation rating. 
Send order by return mail. Address 


AMERICAN NEWSPAPER DIRECTORY, 
10 Spruce St., NEw York. 
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The above Key | 


Opens the doors to the homes of the country 
people of the New England, Middle and Atlan- 
tic Coast States. 

In these homes dwell more than one-sixth of 
all the reading population of the towns and 
villages of the United States. . 

The 1400 papers of the ATLANTIC 
COAST LISTS comprise the key by use of 
which the advertiser is introduced to this large 
assemblage of country people of the best 
class. 

No other key will unlock these doors, as 
sixty per cent of these 1400 papers are the 
ONLY publications in their respective towns. 

Half a cent a line a paper for transient 
advertising. 

Quarter of a cent a line when one thousand 
lines are engaged to be used during the year. 

Catalogues and estimates upon application. 


ATLANTIC COAST LISTS, 
134 Leonard St., New York, 
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DOES ADVERTISING IN TRADE 
PAPERS PAY? 
By L. F. Vance. 

To pay or not to pay—that is the 
main question. 

The advertiser may put the inquiry 
in this way: Does such and such a 
paper reach the very class I wish to 
interest and sell to? 

The answer cannot be givenin a 
single sentence. 

There is a great difference in our 
trade papers. One paper may while 
another may not reach the special class 
an advertiser would cater to. 

How is he going to find that out ex- 
cept by making the experiment ? There 
is no other way. ‘The trade paper 
must be tried and judged by results. 

The staple argument of the trade 
newspaper owner or agent is, that his 
paper goes to all the people doing 
business in a certain line. Hence an 
advertisement will surely reach them. 

To this rule there are scme excep- 
tions. Talking the other day with a 
manufacturer of bakers’ and confec- 
tioners’ utensils, who has only a small 
card in his trade journal, I asked the 
reason. Hesaid: ‘* My business is 
with restaurants, hotels, steamship 
lines, etc., but I sell largely to German 
bakers, candy men and others, who 
seldom, or never, see a bakers’ and 
confectioners’ paper. So what use 
would it be for me to advertise my 
wares in the paper ?” 

Quoting this opinion to a liberal ad- 
vertiser in a shoe and leather paper, he 
said that in his business the trade 
paper wasa necessity. The commis- 
sion merchants announce to tanners and 
curriers that they receive consignments 
of leather, and to shoe manufacturers 
that they sell leather. 

As a rule trade papers are well 
edited. They may be owned by a 
business man, but the editor is sure to 
be a journalist. Hence, all the latest 
movements in the trades are reported 
promptly and accurately. 

Those who expect to keep up with 
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the times and with competitors must 
take and read their class paper. Thus 
they keep posted, and there is no ex- 
cuse for not knowing the news and ad- 
vertisers. 

It is significant that the largest firms 
and corporations in different branches 
of trade are the most liberal adver- 
tisers. In many cases there is noneed 
of exploiting their wares. They are 
long and favorably known in the 
trade, and customers know them by 
reputation or name. 

‘lake the great iron papers (I mention 
no names), and intheir pages you find 
the splendid advertisements of million- 
aire concerns. Who thinks that these 
advertisers want ‘‘ to create a demand ” 
for their products? 

Take the great and flourishing dry 
goods papers. There, too, you find 
the full page ‘‘ads” of merchant 
princes, who not especially desire ‘‘ to 
attract attention,” But when these 
dry goods men make a ‘‘drive” in a 
line of staples, or have “‘ bargains,”’ it 
is made known in their trade papers. 

I do not suppose that the cards of 
the Fifth Avenue Hotel or of the 
Hoffman House in hotel papers bring 
many new or additional guests. But 
all the same there is a good reason for 
their places before the public eye. 

As a prominent merchant of this 
city said to me recently, ‘‘ We put our 
advertisement in such and such a 
paper to show people that we are still 
doing business at the old stand.” 

The number of miscellaneous adver- 
tisements in some really flourishing 
trade papers is small. I have before 
me a copy of a boot and shoe journal. 
Out of 255 advertisements 12 only may 
be classed as miscellaneous. 

This is, however, far below the aver- 
age, unless a trade paper occupies a 
limited field, or draws from a narrow 
range of advertisers. 

The backbone of every trade journal 
is advertising, The great aim nowa- 
days is to obtain advertisements not 
only from those in the trade, but from 
people who are not ‘‘ in it.” 
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Advertising in trade papers must 
pay, or else so shrewd an advertiser as 
John Wanamaker, for example, would 
not use such mediums, His business 
engages a large audience. His prob- 
lem is, of course, how to reach all 
sorts and conditions of people. 

Finally, the trade-paper man must 
have an argument—one that pays. He 
must answer the prospective advertis- 
er’s questions, meet his objections and 
overcome many difficulties, 

Ido not undertake to supply argu- 
ments for solicitors. But there is a 
golden rule for all cases, and I do not 
mind stating it. 

Make the advertiser see that he is 
getting the fu// value of his money. 

Try it. 

WITH ENGLISH ADVERTISERS. 
By T. B. Russell. 
Lonpon, Feb. 17, 1892. 





There are two forms of advertising, , 


both more or less prominent just now 
in this country, which seem calculated 
to ‘‘ make the judicious grieve.” One is 
advertising of the ‘‘catch” or decep- 
tive kind, such as this : 


£1000 to be Absolutely Given Away. 


My new catalogue for 1892, containing 3,000 
Testimonials and Engravings of Watches and 
ewelry of every description is now ready. It 
is a Work of Art, the Engravings being by 
AwpripGE and Titsy, R.A. The Catalogue 
cost over £1,000 to produce, and I am giv- 
ing it away free of charge. Send your name 
and address from any part of the world, and a 
copy will be sent gratis and post free. 

Now, this is deceptive: the words 
in small t may, of course, be per- 
fectly true (though £1,000 would be a 
good deal for a maker of ‘‘ flash” jew- 
elry to spend on a price list); but even 
so, the announcement ‘‘£1000 Given 
Away” is certainly misleading and not 
true in the literal sense of the words. 
An advertiser might as truly claim to 
have “‘ given away” the amount of his 


newspaper advertisements in a year; 
they do not cost the people who read 
them anything. It may perhaps be 
said that people who will take notice 
of a proclamation of this kind deserve 
to be deceived ; but the question I am 
considering is not a moral one, I con. 
tend only that this sort of publicity is 
not good advertising. 
% % # * * 


A clothing company advertises its 
goods ‘‘ Absolutely at first cost—no 
profit, no commission.” Is this kind 
of thing calculated to inspire confi- 
dence? And if not, is it judicious? 
In another announcement, the unwis- 
dom of this sort of thing is even more 
obvious. The very essence of success 
in insurance is trustworthiness. I have 
no doubt that the ‘‘Sun” is a thor- 
oughly sound office ; but surely adver- 
tisements like the following are little 
calculated to inspire confidence in it: 





SUN LIFE 
OFFICE 
for assurances 
“UNDER COST PRICE.” 





There might be some sort of case 
for a ‘‘tricky” advertisement in the 
matter of imitation jewelry, like the 
first one I quoted, But insurers are 
likely to be careful people, men and 
women with business ideas, who must 
know perfectly well that a thing sold 
under cost price cannot be profitable 
to advertise, and it would seem ob- 
vious that to approach them with an 
announcement which looks like almost 
a proclamation of bad faith cannot be 
good policy. It is least wise of all in 
the case of a prosperous, old-estab- 
lished and highly respectable concern 
like the Sun, which would do much 
better by announcing these undisputed 
qualities than by advertising words 
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Illustrating the influence of the catarrh advertisement. 
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which can only be true in an artificial 
sense. : 
* * s * x 

The other kind of injudicious adver- 
tising which is being made very prom- 
inent, is that which consists of direct 
or,more or less obvious attacks on the 
methods of rivals, ‘The following is 
an example. It is open, moreover, to 
obvious retort of the ter guogue kind— 
though I notice that the parties at- 
tacked are a good deal too wise io re- 
ply to an advertisement which cannot 
fail to bring their own name to the 
mind of the reader, and is thus an in- 
direct service to them. The advertise- 
ment itself will make my meaning ob- 
vious ; 


BOILED SOAPS. 

Don’t Use Boiled Soaps for Toilet pur- 
poses. Some of the soaps most widely adver- 
tised are only boiled soaps after all. Boiled 
soaps are the old-fashioned ones. Transparent 
soaps are simply boiled soaps treated with 
methylated spirit. Colored soaps are generally 
boiled ones se with toxic coloring agents. 
The ordinary white soaps of the market are 
simply boiled, and contain alkalies. 

ow, all these are good for washing clothes 
and kettles, but should be discarded for toilet 
purposes. ‘“ Vinolia’’ Soap is a Milled one, 
and if you want a first-class Toilet Soap, 
“Vinolia” Soap is the one you should use, 
Use only a Milled soap and discard the rest. 
Recollect that pictures and large advertise- 
ments don’t make a boiled soap a milled one. 


Another note from the same trum- 
pet is, ‘‘ We publish full analysis, and 
should like to see others do so too!!!” 
a line which I see advertised also in 
American media lately. The inward 
comment of the ‘‘others” must surely be 
that of the late Artemus Ward on a 
memorable occasion: ‘‘I larf, I du, I 
larf.” An advertisement of this kind 
is on a level with the following 
window-bill, just now common in 
coffee-shops, cheap eating-houses and 
taverns frequented by printers’ work- 
men in the Fleet street area : 





“Tue Sportsman” 
NOT 


TAKEN IN HERE. 








The proprietor of Zhe Sportsman 
has had a ‘‘ lock-out,” arising from a 
trade-union dispute with his compos- 
itors, who perhaps are not aware that 
the publicity they give to their animos- 
ity is likely to have a very different 
effect from that intended. 

* * * * a 

Several years ago now, when I first 
began to be concerned with the ad- 


vertising matters of the house which 
employs me, certain other advertisers 
happened to be using some of our 
methods, and, as I conceived, making 
an unfair use of certain points in our 
programme. I therefore drafted an 
advertisement attacking some of their 
claims, and aiming to ‘‘ go one better.” 
When I showed it to the head of the 
house he said at once: ‘‘ That would 
be a mistake. It never pays to throw 
stones ; it never has paid. If I thought 
we were being damaged, I would rather 
remonstrate privately with those peo- 
ple. They would pay quite as much 
attention, and it would be a good deal 
more dignified.” I have since had fre- 
quent occasion to recognize the wisdom 
of this remark—as of many other ad- 
vertising aphorisms similarly acquired. 





TWO ADVERTISEMENTS FROM 


ONE POINT OF VIEW. 
By William S. Lord. 

Perhaps the most interesting page in 
the March magazines, from the point 
of view of readers of PRINTERS’ INK, is 
that containing the Wanamaker adver- 
tisement in Lippincott’s. Mr. Gillam 
is always interesting in his announce- 
ments. In this one he is especially 
happy: 

**The weaver and the printer speak 
the language of nature, in bud, and 
leaf and flower. Long before robin 
and crocus reveal the presence of 
Spring, the South-born Cottons and 
Silks and Cosmopolite Wools speak the 
herald message—‘ Spring is coming !’ 

“* And the stream of style goes on 
deepening and broadening as the 
wecks pass until it pours its fullness 
into the great ocean of Summer Dress. 

** To-day new patterns come, bold, 
radical, pronounced, grounds like 
plain Bunting, broad stripes, composed 
of many little stripes, winking and 
blinking their colors in a witch-like 
weave,” 

Good writing this, and pleasing and 
attractive and original advertising. 

* * * * 


In striving to be original some writ- 
ers of advertisements handle the Eng- 
lish language without gloves. Sullivan 
in all his glory was not more brutal. If 
at the end of the first round any gram- 
mar is left, the second or third is quite 
sure to find it senseless. The adver- 
tisements of a well-known Chicago dry 
goods house are a case in point. A 
few months since the reader might 
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imagine himself listening to a stutter- 
ing man when perusing them, so were 
the sentences broken up with dashes. 
Then the stuttering man became a 
stammering idiot as the ed idea 
was more fully developed. Now all 
that is left has gone stark mad. Here 
is an example showing the first and 
second stages—the dash and the loss 
of memory so far as upper case is con- 
cerned : 





know what a straight line is until the 
enginecrs get at it,” said Mark Twain 
in his ‘‘ Gilded Age,” speaking of a 
railway that was not taking the short- 
est route between two points. So it is 
with law. You never know what it is 
until a jury gets at it. In spite of the 
receipts they awarded the mana sum 
of money. 





This case, however, went to show 





a leap year 


sale of 


‘¢ dress— goods ” 


in double the largest dress goods 


room—quadrupled — in 
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spring. 
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The following is a new development : 


—ribbons. 


suspenderribbons, 
shoulderknotribbons, 
streamerribbons, 

nacreribbons, 
knobmoireribbons, 
failleribbons, a C 
doublesatinribbons, 
shellmoireribbons, 
glaceribbons, 

bowknotribbons, 








It makes one shudder to think what 
is likely to befall the architect of such 
monstrosities. 





en 


PUBLICITY. 





The following article is taken from the Lon- 
don edition of the Detroit Free Press. It 
is by Luke Sharp, who is co-editor with 
Jerome K, Jerome of the new English 
monthly, The /dler. 

A very curious case was tried in the 
courts the other day. A man sued a 
well-known firm of piano-makers for a 
large sum of money on the plea that, 
among other services, he had been able 
to influence the press of London and 
the country generally. His influence 
had been used in getting the papers 
to print puffs of the pianos made by 
the defendants. The piano-makers 
seemed to be rather distrustful of their 
agent, for they made him sign receipts 
bearing words to the effect that they 
were in full up to date. ‘‘ You never 


what some few shrewd people already 
know—namely, that publicity is the 
greatest money-maker in the world. 
Nothing equals it as a money-getter. 
If a man has publicity enough he can 
make all the money he pleases. The 
piano firm began business in a small 
way, and now is one of the wealthiest 
concerns in London. It came out in 
the evidence that the upward progress 
had been proportionate to the adver- 
tising done. Of course they made 
good pianos. That helped naturally, 
but the sums spent in advertising had 
been something enormous, and the 
more that sum increased the greater 
business the firm did. It would seem, 
therefore, that any one who has any- 
thing to sell has ‘‘ pay ore” in sight if 
he can only advertise. 





A man who made a fortune out of 
soap—not the well-known brand that 
you are thinking of, but another—told 
me once that the papers owed it to 
themselves to set up an advertising 
object lesson. His plan was this: 
Ten papers in ten big cities should 
combine and advertise somebody for 
nothing until they made a millionaire 
of him. Some one utterly unknown, in 
a small way of business, should be 
picked out by a paper in one of the 
cities. He must have something use- 
ful to sell. The ten papers were then 
to give him a columna day until he 
wasrich. From three months to a year 
would be time enough, he thought. 
Then another paper in another city 
should pick out another man, either 
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asareward for getting subscribers or 
anything, andsoon. ‘These men would 
then be used as object lessons on the 
awtful effect of advertising. The idea 
is given free to any ten papers that like 
to take it up. 





“If you have ten dollars to spend,” 
said Barnum,” ‘‘ spend one for the ar- 
ticle and the other nine in advertising 
it.” The old man knew a thing or 
two when it came to advertising. 
Barnum said to me some years ago: 
“‘T can out-talk anybody on earth but 
the printer. The man who can stick 
type and talk next morning to thou- 
sands of people while I’m talking to 
one is the orly man I’m afraid of. I 
want him for my friend.’ 





Stories about the gaining of publicity 
are many, and sometimes interesting. 
The owner of a patent medicine once 
told me the anxious time he had. He 
was the inventor of acure for all ills, 
of which this could be said in its favor, 
it did nobody any harm. He suc- 
ceeded in interesting a capitalist, who 
gave him a very large sum to spend in 
advertising. ‘This sum the medicine 
man, knowing nothing of advertising 
himself, placed in the hands of an ad- 
vertising agent and told him to go it. 
The agent went it. He advertised in 
about every paper in the country. In 
an appallingly short time the money 
was gone, and there was nothing to 
show for it except files of papers. 
Meanwhile he had not sold an extra 
bottle of his medicine, in spite of this 
fearful expenditure in advertising. He 
cursed the man who first told him that 
advertising was a short cut to fortune. 
He went with tremblings to the capi- 
talist to tell him that the game was up 
and the cash gone. The capitalist had 
departed southwards and would not be 
back for a week. Before the capitalist 
got back the tide had turned. Orders 
began coming in from all sorts of unex- 
pected places. Then the big wholesale 
men began to send for the stuff, and 
the Jong and the short of it is that the 
medicine firm to-day has an income 
that probably no prince on earth 
enjoys. 





Sometimes success is due to a fluke. 
The owner of one of the most success- 
ful agricultural papers in America got 
his start through a mistake on the part 
of the advertising manager of a big 
daily paper. The agricultural man had 
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a paper on which he was unable to 
spend much money. It would, per- 
haps, grow, or perhaps it would go 
under. He wrote a liner advertise- 
ment for the daily with the largest cir- 
culation and sent it in. ‘The cost 
would be but a trifle. His writing was 
not the most legible, and the advertis- 
ing manager read the phrase ‘‘one 
time” to be ‘‘one page.” The farmer 
man was horror stricken on opening 
the big daily next morning to see a 
whole page taken up with liners, con- 
sisting merely of the name of his paper 
and the price. Yet when the bill for 
the page came in the sale of the paper 
had increased to such an extent that he 
had the money to pay for it. So he 
said nothing about the error. 





When shrewd business men pay 
enormous sums every year for publicity 
it will hardly be believed that there 
exists a class who get it for nothing 
and still are ungrateful. Yet such is 
the case. This class consists of suc- 
cessful authors. I used to think this 
was merely pretence on their part, but 
I have met quite a number of them 
and have become convinced that their 
dislike to newspaper mention is real. 
I account for it now on the ground of 
general idiocy. A writer issued a book 
the other day which shows pretty con- 
clusively that all men of genius are 
really lunatics. That seems to be the 
solution. If an author is unquestion- 
ably great and has a lesson to teach to 
humanity he ought to welcome pub- 
licity in almost any form it is pleased 
to take, as tending to bring him a larger 
audience. 





One curious thing about newspaper 
publicity is that abuse seems to be 
about as remunerative to the author as 
praise. I was talking the other night 
with two very celebrated writers on 
this subject, and both said that their 
greatest wish on earth was to be left 
alone by the newspapers. They were 
truthful men, and I had to believe 
them; but they were also sensible 
men, as authors go, and so I did not 
know exactly what to think. One of 
them rarely received a favorable notice 
for any book he ever put forth. The 
other had had nothing but praise from 
the press. Yet each had a splendid in- 
come from his works—the abused man 
having probably the larger. ‘‘ Abuse 
never hurts a man,” said Mr. Stead, 
while talking on this matter; ‘‘the 
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silence of the press is the thing an 
author has to fear, That kills.” 





A letter from Mr, Gladstone is sup- 
posed to be the making of a book. 
But the longest letter would be of no 
value if it were not for the publicity 
given to it by the press. I know two 
authors who each obtained a good let- 
ter from the Grand Old Man about 
their books. One author managed to 
get the letter to the press, and it went 
the rounds. ‘The book it referred to 
certainly hadaboom. The other author 
kept the letter to himself, and the book 
fell comparatively flat, although there 
was infinitely more brains in it than 
there was in the successful work. 


—————— 
PRACTICAL HINTS IN PREPARING 
COPY FOR PRINTERS. 


The St. Louis Refudlic has issued for the 
guidance of local advertisers a book of type 
faces, giving at the same time some hints 
on the preparation of copy, with a view to 
securing the best effects, ‘hese are printed 
in part below. 

Suggestions from the advertiser as 
to the precise effect desired and the 
particular type most favored are always 
valuable to the printer. An excellent 
plan is to draw up a rough sort of 
sketch of the general appearance it is 
desired the advertisement should pre- 
sent when it appears in the paper. 
Write in the big display lines just 
where they are wanted, indicating the 
relative size and prominence to be 
given each when put into type. Usea 
big enough piece of paper to sketch in 
this way the general scheme of the ad- 
vertisement, but only write out the 
prominent lines. Represent the body 
of the text by a series of straight lines, 
and give the actual copy for the body 
matter on separate paper, on which it 
can be written out clearly and legibly. 

To assist in securing that correct 
understanding between the advertiser 
and the printer which is necessary to 
produce a successful advertisement, a 
few practical hints are given : 

Hint 1—Don’t be afraid of white 
space. Always cut out some of the 
matter rather than crowd the space, as 
a few well-chosen words properly dis- 
played are much more effective than 
crowded lines of small types. 

Hint 2—Space down the columns 
can be used to more advantage than 
across them. A double-column adver- 
tisement, seventy-five lines deep, can 
generally be made more striking than 


one of three columns, fifty lines deep, 
More of the lines can be worked out 
prominently. 

Hint 3—Avoid cuts. Sometimes they 
serve a good purpose, but as a rule 
they consume too much space and pre- 
vent the proper display of the lines of 
text that should be prominent. If you 
must use cuts put them on a solid 
metal base. You will always get bet- 
ter print in the paper. 

Hint 4—Electros of firm names, 
trade-marks and similar designs should 
be prepared with due regard to the 
type which isto surround them. Other- 
wise the whole symmetry of the adver- 
tisement will be ruined. 

Hint 5—All kinds of cuts and elec- 
tros should be renewed frequently, 
They don’t last forever and are worth- 
less after they become worn. 

Hint 6—Be generous with your 
paper when you write copy, and use 
enough to write legibly. Write in 
large, plain letters easily read, and be 
careful to punctuate correctly. The 
printer has all the punctuation marks 
in his case, but he can easily make a 
mistake in placing them in your adver- 
tisement, if the copy fails to guide him. 
Remember that a comma in place of a 
period in stating prices may turn outa 
very costly blunder. 

Hint 7—Decide first what is to be 
the most prominent feature of your ad- 
vertisement before you write it out. 
Then make sure you indicate clearly in 
the form of writing your copy what this 
feature is. If you cannot do that to 
your own satisfaction tell the printer in 
a note to accompany your order what 
it is and ask him to do the best he can 
to carry out your idea. It takes brains 
to plan a good advertisement, and the 
printer is paid for having just the sort 
of brains needed for this work. 

Hint 8—If you don’ttell the printer 
what effect you want and your copy 
don’t show it, don’t blame any one but 
yourself if you fail to find what you 
wanted in the paper. 

Hint 9—Bear in mind that it is the 
early copy that gets the best show. 
Always give the printer time enough to 
do your work as well as you expect it 
done. Never put off after business hours 
tosend incopy. File it a day in advance 
if you want proofs for other papers. 

Hint 10—Type is made of metal and 
cannot be compressed or expanded 
at will. Select type to fit your space, 
or let the printer extend the space to 
fit the type. 
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Hint 11:—Keep always in mind that 
big type doesn’t capture. The subject 
matter of your advertisement is the 
main thing. If that is not interesting 
and to the point all the big type in the 
country won’t make amends. 

Hint 12—Contrary to the crude 
theories of many advertisers the firm 
name is the one thing about an adver- 
tisement it is least important to make 
prominent. Show the reader you have 
genuine bargains to offer and the firm 
name of the advertiser will be read if 
set up in the smallest type made. 


oe ee eee 
NO DISCRIMINATIONS EXCEPT MORAL 
ONES POSSIBLE. 


OFFICE OF THE TRAVELLERS INSURANCE ) 
Company, HarTForD, Conn., > 
Feb, 26, 1892. ) 
Editor of Printers’ Ink: 

The gentleman who says in your last issue 
that he thinks your paper not entitled to 
cheap postage because it is only *‘ written for 
the instruction and profit of a few,” “of a 
class,” needs to take down the fences in his 
head. 1 thought the acme of absurdity had 
been reached in the self-contradictory shifts 
to which the official defenders of the injustice 
perpetrated on you had been driven to justify 
it; but Mr, Floyd double-discounts them all, 

hey say a paper must have subscribers, and 
the subscription price must be paid in cash, 
and mustn’t be paid back in any shape by the 
publishers, and the publishers mustn’t buy 
any goods the subscribers have to sell, even 
afterwards; and that it must take advertising 
from everybody, and must be paid for it in 
cash, and so on and so on—every one of which 
positions they are grossly violating every day 
inthe year, But Ae adds that it must be a 
paper of miscellaneous news, //a4/e to interest 
everybody and concern everybody's business. 

Well, well! Then no agricultural paper has 
any right to second-class postage. hat do 
we in the cities care about butchering pigs 
and making soft-soap and sauer-kraut ? or 
any sectarian religious paper—the largest of 
the sects only takes in a small part of the peo- 
ple. Nor any class or trade paper whatever, 
even if, like railroad papers, it directly con- 
cerns 700,000 men and 3500000 people in all, 
Nor any legal or medical journal. Nor any 
organ of a special political party like the Pro- 
hibitionists, Nor any paper that docsn’t deal 
with politics and crimes and casualties, It 
was meant solely to encourage papers like the 
gentleman’s own—records of the repairs on 
suburban sidewalks and the drunksin the local 
police courts, Miss Amanda Jones's departure 
tothe mountains and Mrs, Carrie Smith’s visit 
to her friends in Saugus. These facts are so 
much more important than intelligent discus- 
sions of great business interests by experts. 

I consider this rubbish discreditable to the 
dullest intellect. Periodical literature has be- 
come so interwoven with the whole fabric of 
life that no man or set of men is fit to make 
discriminations (except moral ones) any longer, 
or can do so without falling into a quagmire 
of nonsense at every step. Some of the best 
mediums of general information and purvey- 
ors of high-class literature in the country are 
and have been wholly gratuitous--were adver- 
tising circulars in theory. Others of tne first 
rank have taken no advertising, though charg- 


ing a price, and therefore were equally adver- 
tising circulars. Others have traded subscrip- 
tions for advertising. Hundreds are class and 
special organs, worth more than a million such 
papers as your correspondent’s. \ ou can draw 
no lineanywhere, Congress ought to stop the 
attempt, charge one price to all alike, and let 
the people select their own “‘ educational in- 
fluence’ from the heap. 

As to Printers’ Inx, I would rather miss 
one of the “leading monthlies ;” it is one of 
my chief periodical luxuries, and if it gets lost 
or (more likely) stolen before it comes to me, 
I raise a row and get another copy somewhere 
atonce. If it isn’t instructive and entertain- 
ing, educational and improving, nothing is. 7 
think the Government ought to carry it free! 

Sincerely yours, Forrest MorGan. 


ONE MEMBER OF THE FIRM ACTS AS 
PUBLISHER. 


E———, Ind., Feb. 18, 1892. 
Geo. P. Rowell & Co. : 

GENTLEMEN—Permit me to suggest, if your 
discussion with the Postal Department has 
not yet been satisfactorily settled, it would, 
perhaps, be advisable, or at least more accept- 
able to the Government, if you would follow 
the example of Parke Davis & Co., of De- 
troit, As you are doubtless aware one mem- 
ber of this firm publishes some half-dozen 
journals, in each of which the company 1s 
very liberally advertised, a single copy of 
which will contain from eight to ten pages of 
the company advertising, to say nothing of 
numerous allusions to the firm by the other 
journals. I received one of their journals free 
for several years, I entertain no ill feelings 
toward P. D. C., but I am a believer in fair 
play. Yours very truly, 


aac -—=, 


A CLOTHING MERCHANT'S ENDORSE- 
MENT. 


“WHEN” Cioruinc Store, 
InDIANAPOLIS, Ind., Feb. 20, 1892. 
Geo. P. Rowell & Co., New York: 

l have your postal in which you notify me 
that the publishers of the Sentinel have or- 
dered in my name a paid-up subscription to 
Printers’ Ink for one year. I am obliged to 
the Sentined for their kind consideration, and 
I am more than obliged to you, for I regard it 
as the best publication on the subject of ad- 
vertising that I have ever known. 1 do not 
know what it costs per annum, but I do wish 
to continue the subscription after the time, 
for which the Sentrue/ has so kindly provided, 
has expired. I ama subscriber to a number 
of daily, weekly and monthly publications, 
and there are none that I receive with greater 
pleasure than I do Printers’ Ink. 

Very truly yours, 
x T. Brusn. 


EVERY MERCHANT’S DUTY. 


Groceries, Fruits, Provisions, etc. 
Bou.per, Col., Feb, 23, 1892. 
Pués, Printers’ Ink, New York City: 
Every live merchant should stand by you in 
poo! position as assumed towards the P. O. D, 
prize your paper and must have it if I pay 
double first-class postage on every copy. 
It is full of the best business thoughts. A 
is brimming over with suggestions to all ad- 
vertisers. One would think even the P. O. D, 
would be able to see its worth. 
Frev. Lockwoop, President, 


Tue Locxwoop Trapinc Co., 
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METROPOLITAN CITIES, 


OR ALL HAVING A POPULATION 
150,000 AND OVER. 


Upon the following map the black 
circles (©) are intended to represent all 
cities in the United States having a 
population, according to the last cen- 
sus, of 150,000 and over. 

All told, there are just twenty such 
cities, and they have a total population 
of nearly 10,000,000. 

California has San Francisco, by far 
the largest and most important city 
on the Pacific coast, and one of the 
chief commercial centers of the world. 
Its growth is something phenomenal, 
while its newspapers may be said to 
cover the entire Pacific coast. It was 
originally named Yerba Buena (good 
herb), and when in 1846 the American 


OF 
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West, Northwest and some parts of 
the South. 

Kentucky has Louisville, with a pop- 
ulation of over 160,000. It is on the 
Ohio River, 130 miles from Cincinnati, 

Louisiana has New Orleans, with 
nearly 250,000 inhabitants and papers 
of considerable importance, even out- 
side the city and State. It is the com- 
mercial center of the great central valley 
of the United States, on the east bank 
of the Mississippi, about I00 miles 
from the ocean, 

Maryland has Baltimore, with a pop- 
ulation of nearly half a million, and 
some first-class papers, both daily and 
weekly. Itis onan arm of the Patapsco 
River, fourteen miles from Chesapeake 
Bay and thirty-eight miles northeast 
from Washir.gton,. 


Massachusetts has Boston. This 








t NORTH 
DAKOTA 
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flag was first raised in the Plaza, it 
numbered not more than 150 inhab- 
itants. The first brick house was built 
in 1848. It has now a population of 
nearly 300,000, and as fine buildings as 
can be found in any Eastern city. Its 
situation is on a narrow point of land, 
between a bay of the same name and 
the Pacific Ocean. 

District of Columbia has Washing- 
ton, situated on the north bank of the 
Potomac River, 160 miles from its 
mouth, and distant from New York 
226 miles. 

Illinois has Chicago, the commercial 
metropolis, and the largest city on the 
great lakes. This city is now next to 
New York in point of population—the 
rate of increase between 1880 and 1890 
being nearly 120 per cent. Chicago 
newspapers are found generally in the 





city, on Massachusetts Bay, is the 
capital of the State, and the largest and 
most important commercial center in 
New England. It ranks sixth in point 
of population among all others. The 
first settlement was made in 1630 by a 
portion of the company which came 
over with John Winthrop, although the 
peninsula was known to the Pilgrims 
in 1621. 

Michigan has Detroit. The city is on 
the Detroit River, about five miles from 
Lake St. Clair. The first permanent 
settlement was made here in 1701. 

Minnesota has Minneapolis. This 
city and St. Paul are but a few miles 
apart, and the question of consolidation 
has been recently agitated. 

Missouri has St. Louis, a most im- 
portant city with excellent papers cir- 
culating throughout the Southwestern 
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States. It is on the Mississippi, 20 
miles below the entrance of the Missouri, 
and is the commercial metropolis of the 
central Mississippi valley. 

New Jersey has Newark and Jersey 
City. Many business men in New 
York have homes in these cities. 

New York has the largest population 
of any city, and is the great shipping, 
commercial, financial and business cen- 
terof North America. Brooklyn, across 
the river, has a population of more than 
800,000, and Buffalo, on Lake Erie, 
over 250,000. 

Ohio has Cincinnati, the most impor- 
tant; but Cleveland is nearly up to it 
in population, and fully so in enterprise, 
Cincinnati, however, is the most pop- 
ulous city in the Ohio valley, upon the 
banks of which river it is situated. It 
is a large shipping point. 

Pennsylvania has Philadelphia, on 
the Delaware and Schuylkill, and is thus 
nearly surrounded with tidal water, and 
Pittsburgh in the western part of the 
State, 

Wisconsin has Milwaukee, with its 
more than 200,oo0inhabitants. It has 
good newspapers that go well over the 
State. It is on the west shore of Lake 
_ Michigan, and is one of the greatest 
shipping points on the great lakes. 

PRINTERS’ INK has just issued a list 
of all these cities, together with the 
daily newspapers published in each, 
which are accorded a circulation of at 
least 7,500 copies each issue, but not 
more than six newspapers are enumer- 
ated in any one city. 


NOT LIVING IN RUSSIA. 


Str. Louts, Feb. 27, 1892. 
Editor of Printers’ Ink: 

It must be clear to any person of ordinary 
mental capacity that if there is one newspaper 
published in the United States that is of 
special value over and above all others, to all 
the other newspapers in the United States it is 
Printers’ INK. 

It is a very instructive newspaper, a very 
readable newspaper, a very clean, wholesome, 
spicy newspaper. It is just such a newspaper, 
and contains a vast amount of just such infor- 
mation as is needed in every newspaper office. 
Its extensive and more extended circulation 
must add very largely to the legitimate re- 
ceipts of the United States Post-Office Depart- 
ment, from the increased correspondence 
arising from the special and valuable informa- 
tion it gives to every advertiser as well as 
newspaper publisher. 

Now I am quite sure that when these facts 
are plainly and fully stated to Postmaster- 
General Wanamaker and to Mr. James 
Tyner, the legal adviser of the P. O. Depart- 
ment, that they will, at once, be decided that 
the Post Office Department has no éegad right 
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to decide what sort of mews Printers’ Ink 
shall publish. 

Its news is clean, wholesome and helpful to 
every legitimate business in the United States. 
There is no law authorizing any such “ censor- 
ship’’ of the press as has been exercised in 
this case by this third-rate man, O, D. Hazen. 
He is merely and only an employee, not a 
dictator, The Congress of the United States 
evidently never intended to pass a law consti- 
tuting this employee, Hazen, a dictator, or to 
give him a ‘“‘censorship” of what news 
Printers’ INK or any other newspaper should 
publish, Such an assumption on his part is as 
absurd as it is illegal. This fact only needs to 
be stated to be proved. 

It is said the New York Herald, the World, 
the Chicago 7ribune, the St. Louis Globe- 
Democrat, the San Francisco Examiner 
make very large amounts of money from the 
advertisements inserted in their columns. 
These papers “ spice’? the other columns of 
their publications with all sorts of sensational 
matters, dog-fights, human fights, base-ball 
games, scandals, suicides, confessions of noted 
criminals, etc. 

Did the Congress of the United States in- 
tend to pass a law creating this man Hazen a 
“censor” of how much money these papers 
should make? What advertisements they 
should insert, and what omit? Or who should 
advertise and who should not advertise ? What 
sort of news these papers should publish? 
Nosuch “censorship” was ever intended by 
the lawmakers, 

Postmaster-General Wanamaker, then, as 
an honest, just man, asan honest, just officer, 
justly held responsible for the action, legal 
and illegal, of his subordinates, will see to it 
that speedy and full reparation shall be made, 
not only Be the illegal exactions of extra 
postage, but for the damage done the propri- 
etors of Printers Ink by the illegal and high- 
handed efforts made by this self-elected, self- 
appointed Censor, Hazen, to suppressthe sale, 
influence, and the public and private advant- 
age of Printers’ Ink, Every publisher in 
the United States, every person inthe United 
States, is interested in the proper outcome of 
this effort you are making, for if this man 
Hazen, acting under orders or without 
orders, can tamper with one clean, whole- 
some, useful publication like Printers’ Ink 
he can interfere with any and every publica- 
tion in the United States, and with any and 
all private correspondence passing through 
the mail. 

The people are not ready to sanction nor to 
allow any such outrage. Mr. Hazen should 
be taught in a summary, effective way that 
this is the Amerfcan Government and not 
the Russian Government under which we are 
living. 

American Journal of Education, 
J. B. Merwin, Managing Editor. 
— 
A THRIFTY EDITOR. 
From the Columbus (Ga.) Sun, 

An Augusta furniture dealer, in a recent ad 
vertisement, offered a handsome bedroom suit 
to the first couple that would marry in his dis- 
play window. Col. A. M. Carpenter, the thrifty 
editor of the Lincolnton News, wrote that 
if the dealer would furnish the bride and pay 
his expenses to Augusta, he would buy the h- 
cense and pay the preacher. The dealer ac- 








N. cepted the offer, and the lady is said to_be 


young, handsome, and finely educated. Car- 
penter is a little dazed by his good luck, but 
will be on hand, 
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Miscellanies. 


—-S— 


The Art Idea.—Pill Manufacturer : 
I like the design very much, and if you don’t 
mind taking that harp out of her hand and 
putting a string of livers there instead, so that 

can use the picture as an advertisement for 
my twenty-minute liver cure, I'll take it at 
your own figure.—Li/e. 


A good paper totie to—‘‘ The Post.” 
—The Club. 


De Link—Is the editor in? 
Editor—He will be in—a | when you 


pay your subscription.— The Cluéd. 


A woman is never known to adver- 
tise for the return of stolen property “‘ and no 
questions asked.”” She would ask questions 
or die.— Texas Siftings. 


There was a several hours’ water- 
famine in Chicago recently. The people didn’t 
know it, however, until they read the papers 
the next day.—S?. Joseph News. 


Almost Underground.—‘‘ The safest 
place in New York in case of a bombardment 
would be in the Sux office.” 

“Why so?”’ 

“It is surrounded by so many tall and sol- 
idly constructed buildings.””—Puck. 


First Book Agent—You have been 
selling the book on ‘‘ The Germans in Amer- 
ica,” you say? 

Second Book Agent—Yes, I have suld a 
good many of them, 

** Of what—books ?”’ 

“No; Germans.” —£Zz. 


The Editor—Lucky man, that fellow 
ones, 
J The Assistant—I don’t see how you make it. 
The Editor—Why, he took out a life insur- 
ance policy for five hundred dollars and died 
six days before the company failed.—A ¢/anta 
Constitution. 


Retraction Cheerfully Made.—‘*Look 
here, Mr. Editor,’’ exclaimed an irate caller, 
** you referred to me yesterday as a reformed 
drunkard. You must take it back, or I'll sue 
your paper for libel.” 

“* Very well, sir,” replied the editor. ‘I'll 
retract the statement cheerfully. I'll say you 
haven’t reformed.” —Brooklyn Life. 


A Down-Trodden Race.—Reporter 
(from Northern Republican newspaper): Now, 
you say the Democratic: committee stopped 
you from voting at the last election? 

Mr. Reepetor—’ Deed, dey did, boss. W’en 
I’se voted de fust time dey did’n’ say er word, 
but a’ter dat dey stopped me from votin’ at 
fo’teen diff’rent places, an’ den put me in 
jail, I'll swur to dem facks, boss.—Puck, 
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An idea never strikes a newspaper 
man when he is down.— The Clud. 


Wanted.—Snake-Charmer. 
Address, D. T.—Puck, 


If your ad. is not paid for, and ‘If 
you see it in the Sun,’’ it’s owe.— The Clué, 


*“My boy,” said the aged poet to 
the son of a lately deceased publisher, ‘‘ 1 owe 
your father a debt I can never repay. He 
yd my first book into the waste-basket.”— 

uck, 


He Beat the Tattoo.— Reporter: 
Great fun up at the dime museum to-night— 
the one-legged drummer ran a race with one 
of the freaks. 

Sporting Editor—Who won ? 

Reporter—Look at the heading.—Puck, 


He Knew His Business.—‘‘ A wide- 
awake saloon-keeper has a man come to his 
lace and recite the whole of ‘Curfew Must 
Not Ring To-Night.’”’ 
“* Doesn't it keep away trade?” 
“No. It drives every one to drink.”~— 
Brooklyn Life. 


Getting Personal.—Rivers Ide : This 

per says that there was good skating at 
Central Park last Saturday. 

Jim Hickey—Good skating, eh! Then some 
fresh reporter must have seen Miss Knowlton 
and me doing the outside edge together.— 
Puck. 


Horace Greeley, in his ‘‘ Recollec- 
tions of a Busy Life,” tells the following 
story: 

“A gushing youth once wrote to this effect: 

“** Dear Sir—Among your literary treasures 
you have doubtless preserved several auto- 
graphs of our country’s late lamented poet, 
Edgar Allan Poe. If so, and you can spare 
one, please enclose it to me, and receive the 
thanks of yours truly, . —.’ 

“I promptly responded as follows : 

*** Dear Sir—Among my literary treasures 
there happens to be exactly one autograph of 
our country’s late ieuated ait, Edgar Allan 
Poe. It is a note of hand for fifty dollars, 
with my endorsement across the back, It cost 
me exactly fifty dollars seventy-five cents, in- 
cluding protest, and you may have it for half 
that amount.—Yours respectfully, 

* Horace GREELEY.’ 

“That autograph, I regret to say, remains 
in my hands, and it is still for sale at the 
original price.” —L fe. 








To their great consternation the 
feminine students of the marriage and death 
columns in the daily newspapers discovered in 
the Sun, of last Friday, the following aston- 
ishing announcement : 

MARRIED. 
NO EXTRA CHARGE FOR IT. 

And then they were fairly staggered at find- 
ing lower down inthe column this preposter- 
ous advertisement : 

DIED. 
NO EXTRA CHARGE FOR IT, 

In the first instance Mr. Dana’s humor was 
not in bad taste, but I cannot admire that last 
>, It is well enough, in the way of 

umor, to inform the world that certain people 
were married without extra charge, but the 
idea of saying that less fortunate people who 
had died without having to pay more than the 
usual fees, was not only an obscure but an 
indelicate joke. I am a little bit afraid that 
Mr. Dana is gradually losing his grip.— Zown 
Topics, A 
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“ PRINTERS’ INK.” 
From the Topeka (Kan.) Democrat. 

We notice that our esteemed contemporary, 
Printers’ Ink, is having a controversy with 
the Post-Office Department as to what con- 
stitutes a newspaper, At a gathering of edi- 
tors in Kansas the other day the question was 
as to what was thought of Printers’ Inx, 
and the unanimous verdict was that it was the 
best newspaper in America in every respect. 
It may be that the Post-Office Department 
knows more about law than it does about 
newspapers, else it had never made the bad 
break it did in attempting to define the status 
of Printexs’ Ink in the face of that batch of 
stuff called Post-Office regulations, At the 
same time we doubt its ability to either define 
the law in the case or the status of the news- 
paper in question, The P«st-Office regula- 
tions, like the tariff, need revision. Mean- 
while the public will clamor for Printers’ 
Ink, whether it comes by mail as first, second 
or third-class matter or by express. 

WANTS. 
Advertisements under this head 75 cents a line 





ws ANTED—Publishers to combine and get 
ready prints without ads. *‘Press,” Mystic,Ct. 


W ANTED, Results —Vick’s ine’s “ 200,000 
guaranteed” gives them. 38 Times Bldg, N.Y. 


\ ,ANTED—Premiums to offer Subscribers, 
Dealers. Address KENNEBEC DEMOCRAT, 
Waterville, Me. 
7 OU should get our prices on Embossed Cata- 
log Covers. furnished free. GRIF- 
FITH, AXTELL & CADY CO,. Holyoke, Mass. 


~ANVASSERS WANTED to secure subscri 

tions for PRINTERS’ INK. beral terms al- 
lowed. Address Publishers, of Printers’ Ink, 
10 Spruce St., New York. 


Wy Anrep —5y a young lad. 
mail department of a publist 

an office to assist bookkeeper. Ad 

No. 6 East 119th St., New York. 


WwW ANTED—Partner with $2,000, to enla: in New 


sition in the 
house or in 
“TT. G.,” 


woherny ed German newspaper 
York State. early business —_ ‘00. 
dress “ GER MAN” ” care of P: of Printe: 


Woy want a penpoes ppose number of circulars or 

catalogues. Don’t take the first price named. 

Write us. We will give you an _ estimate that 

may _ satisfactory. M. U. PUB. CO., 
‘oy, 


GET MAN. RARE CHANCE. Established 
wants business manager. Must have #10, 
Salary, $1,800.00 per year AT Only hustler 
need apply. Box 55, rs’ Ink. 


W AxTED— —_Some young man with small cap- 
ital to buy a = a whole ntarest ina 


semi-monthl field. Several 
hundred dollars aired. vy with — for 
particulars, “ E. C. J.,” care 0’ of Printers’ Ink. 


Pada a practical newspay newspaper man an 
job office, 7 in re. some BANNER noes 
and. << ffice busi pees splendid steam 
—_= using Hoe og Stop areas 


Refere: 
HARRIS. Brownwood, — 
W? ANTED— Publishers of new 


the question : “ Why should we pay 35 to 
ition, when we could 


ler and three job- 
Address J. L. 





pers toanswer 


MACHINE CO., 175 Monroe S$ St., 


{ VERY ISSUE of ‘PRINTERS’ INK is carefully 
read by many thousand newspaper men 
ana eS as well as by advertisers. If you 
t to b paper or to get a situation as edi- 
tor, rv. the thing to is to announce your desire in 
t advertisement. Any story that can 
be in serted for 


wan' 
told in twenty-five words can 
jon can be re- 


three dollars. As a rule one 
lied upon to do the business, 
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FOR SALE. 
Advertisements under this head 75 cents a line 
Janse @. lin, pe. 22 1 co) 7m. 
4 ini 000 proven. ork, = ieee 
oR SALE—Adveri_ an. g. “ No Proof, No al 
200,000 monthly. Vick’s _Vick’s Magazine, N.Y. 
I tag Campbell )bell Press—cheap. Good - 
new. Terms easy. J. R. Grove, Anacostia, D. C. 
) § Gey TLL DsTR ore for papers. Cat- 
alogue, 25c. AM. ILLUS. CO., Newark, N. J. 
1 000% w. Va.7 Poocheos Homes s oy ee 
on gumm: rr ° 
B. PARKHURST, ST, Grafton W 1 Soe 


[pRmoceaz10 weekly 5 cos 3 count pati bay 
Iowa; 1,400 circ’n 
pean per Brokers, 49 LaSalle ri Lae 


R SALE—Printed m 
Feary ao eared ie 


FOUR BORSE pov power er Otto gas sees die 
plete order. e need more power. ere. 
for cash. Racial Pte & Mfg Co., Chillicothe 
AILY, two hours from New York, established, 
unusual field, for sale, whole or controlling 
interest, Address ‘ * A. B.,” care 8. L. Fisler, Eas- 
ton, Pa. 
Fo SALE_Literary week ly, established seven 
a aS ll. Cinvaletion and adver- 
tisi: small. Price low. Box 
2583 it~ a. 


OR SALE—Half interest in prosperous Rep. 
weekly and Web euneeee job ities in Western 
Reserve. Steam po for practical 
printer with $850. my 1. " Box , Andover, oO. 


100,000 Agente, “aren, ,Brintea ond 
rd 100, and eae Se pay forfeit Lets RAED Phils Pet 
Give US A BID tor ine Taam Fomea letters an- 


swering advertisement received since July 
1st, 1891. Also, 10,000 ordering goods from above 
answers e bids for each. F. H. CADY, 


Providence, R. I. 


yes SALE—Bullock Printing Press, From, te pertost 
ity from 8 to. 10,000. per ur. At ver : 
rom our. ve pow 
meen van reasonable teens. Address 
ON SENDEN, P. O. Box 182, Pittsbu 


MPORTANT! Printers and Adv 
stock cuts, initials, 
tions. lic. eac Newspaper 
—% agg Ilustrate your town. Boom your 
Catal ogee te Write for info: on. 
CHICAGO PHO’ ENG. CO, CO., Chicago. 


F YOU WANT TO SELL y N or 
Job Office, a Press, or a Font of Type, ¢ tell the 
sory in twenty-five words and se 
ree dollars, to the office of PRT 4 
} ya will sell cheap oorens a le insertion of 
he announcement will secure @ cus- 
tomer. 











SPECIAL NOTICES. 





Advertisements under this head, two lines or 
more, without display, Tse. a line. 


V Ic 
G RIT 





er yess 


ye BIBBER’S. 
G 


yes Magazine. 


200,000 “** 


yrs, $1.25 per line. 





Groene fPOKESMAN. 








V1CK'S 200,000 is Guaranteed. 

yrrs, 3 mos. or 200 lines, $1.18, 

yrs, 6 months or 400 lines, $1.12. 
yrrso months or 600 lines, $1.06. 

yes, one year or 1000 lines, $1.00. 
L?*** INKS are the best. New York. 
= TOURIST. Have you seen it! Utica, N.Y. 
porutaR EDUCATOR, Boston, for Teachers. 


ho 200,000. Endorsed by Rowell because 
'8 80 
Vs an. Endorsed by Morse because 
sa f 
T WILL PAY you to know MISTCHAYACK. 
He writes advs. 
TICK’S 200,000. Endorsed by Thompson be- 
cause it’s proved. 
OHN T. MULLINS’ MAILING AGENCY, Faulk- 
¢) land, Del. $2 per 1,000. 
Byte TIMES ae over 33,000 circula- 
tion. It will pay you. 
BS HOTEL GUIDE has no competitors. 
Does’t want any as 
ICK’S M Hubbard, Manager. 38 
Times Beliding, Ni New York. 
Vick's Magazine, 200,000, takes no doubtful 
advs. Hence, good compsny. 
gets 8 CANADA LIST (Co epenative). D. R. 
DEWEY, Hamilton, Canad. 


GENTS GUIDE, New 9 
agents’ paper. Send for copy. 
T= NEW HAVEN NEWS IS POSETROEEY: ELY 
the Family Paper of New Have 
Tas ADVERTISER’S GUIDE— Mailed free by 
TANLEY DAY, New Market, N. J. 
V ICK’S, 200,000. Endorsed s Rowell, Morse, 
Thompson and all agents. Can't help it. 
66 put IT IN THE POST,” South Bend, Ind. 
Only morning paper in paper in Northwest Ind. 
TICK’S, 50 cts. per year, hence popularity. 
\ Advertisers guaranteed $00, 000 or So pay ! . 
N EDICAL BRIEF (St. Louis). ‘gest circula- 
tion of any medical journal in in the world. 
FATIONAL CIRCULATION. pa CHRIS- 
TIAN PATRIOT, Morristown, Tenn., has it. 


The leading 








yt HE pcan YOUTH, Milwaukee,Wis. 5,000 
readers. Reaches farmer boys. 5 cents a line. 


OWNSEND’S Wherewithal, ¢1—Phila.—Don’t 
wait for it’s World’s Fair competitive exhibit. 


g1 Buys 1 inch, 4 times, Youngstown (0O.) 
e Weekly and Sunday NEWS. 2,000 readers. 
OTR STATE JOURNAL. Daily 12,370, Week- 
ly 22,450, Sunday 16,356. Covers Central Ohio. 
CUFERIOR Mechanical Engraving. Photo Elec- 
trotype Eng. Co., 7 New § 7 New Chambers St., N. Y. 


Feed poten ber pn g—The Middleman, Chicago, 
a sample with free advertising certificate 


nod Ps BIGGER — THE TERRE HAUTE EX- 
aed gum any paper in Indiana outside 
po! 


HE EVENING SCIMITAR, Memphis, Tenn., 
has just_adopted the THORNE YPE SET: 
TING MACHINE. 
F YOU WISH to advertise anything anywhere 
at any time write to GEO. P. ‘ROWELL & CO., 
No. 10 Spruce St., New York. 


$1 30) FOR 5 LINES 26 days. Display ads. 
2? lie. Pelee 2 — be ENTERPRISE, 





Ks is "ig thorough covered by THE KAN- 
SAS WEEKLY ITAL, Topeka, Kan., the 
eading farm and family newspaper of the State, 


UR RATES are so low 100.) we can’t buy 4 
tree ILLUSTRATED WEEKLY, Topeka, fample 


‘TGitonth EOPLE’S jALLUSTRATED JOURNAL 
(monthly), } and Orleans, La. A Southern fam. 
ly magazine, it reaches Sou’! Sou’rn teem Adv’tiset 


ilies PUBLISHERS, lease send circu. 
lars and rice list of your directories to U.§, 
ADDRESS C . Box , Bradford, McKean 
Co., Pa. 
APER DEALERS—M. Plummer & Co., if] 
William St., N. Y., sell every kind of paper 
used by printers and publishers at lowest prices. 
Full line quality of Printers’ Ink. 


CHa sz BINDING, I PRINTING & MAIL. 
Low furnished by a res 

sible New York publishing house. Address 

HEINES, Printers’ Ink O Ink Office, New York. 


Fi BUY, sell and exchange names and mailing 

lists; also address circulars and wree ore, 
Fresh soods, all kinds, always on hand a’ 

petonn rite what you want. “STRONG, * Box 
1, eae 


A y= ERTISERS wishing to to reach offices and 

banks should use THE ACCOUNTANT. 
Rates we or a Cony of the ron spplice- 
tion. ACCO' ANT CO., Des 
ten a" 


QUBSCRIBE FOR THE ACCOUNTANT. A 
\) monthly journal for a and busi- 
ifty cents - with premium. 

compe 2.60 y five cents. ‘Address THE ACOUNT- 
ANT Moines, Iowa. 


WE. wilt wane THE INDICATOR, a Na- 
tional Journal of Insurance (10th year) = 
any newspaper or periodical paving on insura 


& ment. Address . EAVENWORTH 
BLISHING CoO., Detroit, Mich. 


WE distribute 1,000,000 pi nieces of epvertites 
matter monthly in the homes of the tr New 
Ocean to ocean. No postage paid. hae 2 
Idea” combines exoneany w. a results. 
vertisers write us. Will interest you. NATIONAL 
ASSOCIATE ADV. CO., Lakeside Bldg, Chicago. 


OVER THE EARTH. Texas represents a good 

/ slice of it, and the onl: wey, to cover it is b: 
using the Galveston NEWS and the Dallas NEWS. 
Publication offices 315 miles apart. Address A. 
H. BELO & CO., Publishers, Galveston or Dallas, 
tex. Sample copies on application to either 
office. 


i GALAXY OF MUSIC, Boston, Mass., will 

.00 worth of space to the advertiser 
who B ec send in before March 3ist the largest 
list of magazines published in the U. 8S. that gua- 
rantee and prove their circulation each and 
every month. THE GALAXY is one. Sample 
and rates free. 


( ‘LASS PAPERS. Trade a. Complete lists 
/ of all devoted to any of the various trades, 
protections, societies, etc., may be found in Geo. 

Rowell & Co’s “ Book for Laggan. Sol which 
is sent oy, mail to any address receipt of one 
dollar. Apply to GEO. P. ROWELL & co, Pub- 
lishers, 10 Spruce St., New York. 


TD) New Xe Colorado.—Geo. P. Rowell & Co. 
New York in their new BOOK FOR ADV Eke 
ERS name the best, most ian circulated, 
ba influential papers at each important center 
& population or nage! A iene the whole 
unt For mver r_ accorded this 
distine ion is the DENVER 'UBLICAN 


DVERTISING BY STATI STATES: An eight- 

leaflet : conveys concise information about 
the area and population : indicates the newspa- 
pers most valuable for an advertiser's use in 
each separate State and Territory Sonethes 
with a map of Ly Bitreneg States : tent po 
for five two-cen Address ROW a 
ADVERTISING "BUREA > soe York 


A® yameoan NEWSPAPERS printed in foreign 
guages, Comesets lists of German, Scan- 
dinaving Fre French, Spanish, or Portuguese news- 
> in the United States, or a or all 4 oy —— 
any language other y 
fou nd in Geo, Bs Rowell & Go's “ Book for A ver- 
tioors, ”” which is sent by mail to ai ony 08 for 
one dollar, Apply to GEO. P. ROWELL & CO. 
Publishers, 10 Spruce St., New York, 
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Northeastern States.—Best news- 
papers in New York, New Jersey, Pennsyl- 
vania, Maine, New Hampshire, Vermont, 
Massachusetts, Rhode Island and Connecti- 
cut. Names only one paper in a place, and 
always the best. Names every place having 
over 5,000 people and every county seat 
having over 3,000, Pamphlet of 24 pages. 











Southeastern States,—Best news- 
papers in Delaware, Maryland, District of 
Columbia, Virginia, North Carolina, South 
Carolina, Georgia, Alabama and Florida. 
Names only one paper in a place, and always 
the best. Names every place having over 
5,000 people and every county seat having 
over 3,000 people. Pamphlet of 12 pages. 











Southwestern States,—Best news- 

pers in Texas, Arkansas, Louisiana, Okla- 
oma, Mississippi and Indian Territory. 
Names only one paper in a place, and always 
the best. Names every place having over 
5,000 people and every county seat having 
over 3,000 people. Pamphlet of 8 pages. 








Pacific States and Mining Re- 
giom.—Best newspapers in California, Ne- 
vada, Oregon, New Mexico, Washington, 
Idaho, Montana, Arizona, Wyoming, Utah, 
Colorado, Names only one paper in a place, 
and always the best. Names every place 
having over 5,000 people and every county 
seat having over 3,000, Pamphlet of 8 pages, 








Ohio Basin and Lake Region. 
—Best newspapers in Ohio, West Virginia, 
Kentucky, Tennessee, Michigan, Wisconsin, 
Illinois and Indiana. Names only one paper 
in a place, and always the best. Names every 
place having over 5,000 people and every 
county seat having over 3,000 people. Pamph- 
let of 24 pages. 


fe 





Dominion of Canada,—Best News- 

pers in British Columbia, Manitoba, New 
3runswick, Northwest Territories, Nova Sco- 
tia, Ontario, Prince Edward Island, Quebec 
and Newfoundland. Names one paper in a 
place, and always the best. Names every 
place having over 5,000 people and every 
county seat having over 3,000, Pamphlet of 
8 pages. 











The Missouri Valley.—Best news- 
apers in Minnesota, Iowa, Missouri, Kansas, 
Nebraska, North Dakota and South Dakota. 
Names only one paper ina place, and always 
the best. Names every place having over 
5,000 people and every county seat having 
over 3,000 people, Pamphlet of 16 pages, 





Anyone of 
These Pamphlets 
Will Be Sent, 
Postage Paid, 
Upon Receipt of Five Two-cent Stamps, 


or 
The Whole Collection Will Be Sent 
for 
Fifty Cents. 
Address 
Rowe's ADVERTISING BUREAU, 
New York. 

















436 PRINTERS’ INK. 


PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 





GEO. P. ROWELL & CO., Pustisners. 
Office: No. 10 Spruce St., New York. 


Issued every Wednesday. Subscription Price: 
One Dollar a year in advance ; single copies, 
Five Cents, No back numbers. Wholesale 
price, Three Dollars a hundred. 

ADVERTISEMENTS, 75 cents a line ; $150 a page ; 
one-half page, $75; one-fourth page, $37.50. 
Twenty-five per cent additional for special posi- 
tions—when granted. First and last page fifty 
per cent additional. Special Notices, Wants or 
For Sale, two lines or more, 75 cents a line. Ad- 
vertisements must be handed in one week before 
the day of publication. 

JOHN IRVING ROMER, EDITOR. 


Every edition exceeds fifty-five thousand 
copies. 








NEW YORK, MARCH 9, 1892. 


ALL articles intended to compete for 
the $500 offered by the publishers of 
PRINTERS’ INK must be in hand before 
May 31. The awards will be an- 
nounced in our issue of June 8. 

The subject to be discussed, as 
stated in our issue of January 27, is: 

1. What constitutes a subscriber to 
a newspaper ? 

2. What is a proper interpretation 
of the existing postal law on the sub- 
ject, and what changes, if any, ought 
to be made in the existing law ? 

It is not necessary that the case of 
PRINTERS’ INK should be mentioned 
in any way, but editors and others in- 
tending to cite this as an example of 
the workings of the law can, on appli- 
cation, obtain a full history of the case 
and copies of all that has been said on 
the subject. 





IN PRINTERS’ INK of February 24 
was an exposure of the case of the 
National Bulletin, published by the 
Republican National Committee, a 
paper entered as second-class matter 
and devoted entirely to advertising the 
business of its publishers. The latest 
number of this ‘‘ legitimate ” publica- 
tion that we have seen is No. 3. Does 
any one know of a later issue being 
sent through the mails at second-class 
rates? Is it possible that PRINTERS’ 
INK is a greater Post-Office reformer 
than even the Hazen and Fountain 
combination ? 

Beware 
of entrance toa quarrel ; but beingin, 
Bear’t that the opposed may beware of thee, 
—Hamiet, 


AGITATION OF THE OPPOSITION, 


A publisher of a leading Republican 
newspaper recently took occasion to 
write as follows toan acquaintance who 
holds a conspicuous position in the 
Post-Office Department : 


I want to say, without having been asked 
to do so by anybody, that George P. Rowell 
& Co., whose controversy over Printers’ Ix 
with the Department isattracting considerable 
attention, are first-rate fellows, and men who 
are likely to be pretty persistent when they 
think they are right, as they do now, and 
who are quite likely to prevail in the long 
run. Mr. Rowell, and Mr. Kent, his partner, 
are New Englanders, Republicans and mem- 
bers of the Union League Club, and, there- 
fore, are likely to continue steadfast in the 
“faith.” As I stated at the start, I write 
this only that if, in any way privately and 
eee it should fall within your business 
to give them a friendly word or sign, I am 
sure they are of the sort of men who would 
appreciate it and reciprocate when oppor- 
tunity came. Upon the merits of the case, it 
seems to me, Printers’ INK is as clearly en- 
titled to admission to the mails as any paper 
published, 


By return mail he received the fol- 
lowing : 

Thank you very much for your letter of the 
24th. Judge Tyner now has the case men- 
tioned under consideration, and I am sure it 
will be acted upon promptly and justly, 
Rowell has made a very smart fight; but I 
rather wish that he had considered that, asa 
good Republican, he might have better got 
along without the agitation of the opposition 
—: but, perhaps, good will result in the 
end. 





OF the first 200 papers in which 
notices appeared commenting upon the 
Post-Office controversy with PRINTERS’ 
INK, the politics were discovered to be 
as follows : 









Farmers’ Alliance ... p 2 
Prohibition............ » 2 
Independent Democratic, , >» 8 
Independent Republican....... ee 33 
ctietateds. 000006 22 
SPIE Di cccccccscee coe . 23 
Politics not known..... ...... .. 30 
| ere st 
FE CEN ciccccccvccveses 57 
BNE se sdbidliidbaditedesednesee 201 


CERTAIN wise people in the Post- 
Office Department at Washington have 
conceived the idea that PRINTERS’ INK 
has too large an exchange list. On the 
eve of going to press with this issue, 
the publisher of PRINTERS’ INK goes 
to Washington for the purpose of keep- 
ing an appointment with the Post-Office 
powers-that-be on the subject of its re- 
admission as second-class matter. ‘The 
little paper may be powerless to strug- 
gle with the barnacles and octopuses 
of the Circumlocution office, and if it 
is required to cut off exchanges so as 
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to bring the number down to legal re- 
quirements—if anybody knows what 
they are—it will yield to the necessity. 

This is to say, therefore, to those 
publishers who are in the habit of read- 
ing PRINTERS’ INK that if the next 
issue fails to come on time, it may be 
well enough to conclude that the Post- 
Office Department considers that par- 
ticular paper one of PRINTERS’ INK’s 
super fluous exchanges, in which case 
the editor is invited to become a sub- 
scriber ; and this is to give permission 
in all such cases to pay the subscrip- 
tion price by inserting a nice notice, in 
which he (the publisher or editor) shall 
express his opinion about the wisdom 
of the Post-Office officials who try to 
limit the usefulness of this well-mean- 


ing little paper. 





IS FILLED WITH INDIGNATION. 


A gentleman was once asked how 
he distinguished the edible mushroom 
from the poisonous toadstool. He re- 
plied that he ate them, and if he lived 
he knew they were mushrooms; if he 
died, they were toadstools. 

The publisher is in a similar quan- 
dary. He often finds it impossible to 
obtain from the Post-Office Department 
advance information as to the effect of 
certain business measures upon the 
mailing rights accorded. He has to 
depend upon his own guessing; and 
when he is ‘‘ exiled by administration” 
for following his only guide, he finds 
that ‘‘ it was a toadstool.” 

The law should certainly be so 
amended as to relieve the gentlemen 
of the Post-Office administration of a 
duty which is doubtless unpleasant to 
them, and also relieve publishers of 
the chilling and sometimes fated expe- 
rience of being ‘‘ exiled.” 

Meanwhile it would seem that an in- 
genious and able postal department 
might possibly find some way, consist- 
ent with law and duty, to waive tech- 
nicality and give the poor publisher a 
chance to know his wickedness, to 
humble himself with dust and amend 
his ways—if he wants to do so before 
execution.—American Advertiser Re- 
porter. 

Tue Eventnc LEADER, 
CARBONDALE, Pa., Feb. 29, 1892. t 
Editor of Printers’ INK: 

I have read the evasive reply from Postmas- 
ter-General Wanamaker to the letter written 
by Mr. G. Presbury Rowell, of New Hamp- 
shire, and I must say that I cannot see what 
right the former has to assume that these 
questions are hypothetical, 


These same questions and other similar ones 
might, under the present circumstances, be 
asked by any citizen about to embark in such 
a business as is outlined in this letter; and as 
the Post-Office Department is the only place 
on earth where such information could pos- 
sibly be obtained, it would seem as if the 
humblest citizen should be entitled to a 
prompt, respectful and definite answer to any 
proper questions. 

It fills me with indignation to see how the 
Department is evidently toying with this case 
of Printers’ Ink. But it will be all right in 
the end; and the longer the delay the more 
humiliating it will be to them to acknowledge 
their error; and in the meantime the officials 
are certainly not gaining any laurels. 

E. D. Laturopr. 








MATT CARPENTER’S WHAT IS IT? 


"Way back in 1864 or ’65, when 
Cramer, Aikens & Cramer first com- 
menced printing what have come to be 
called ‘‘patent” newspapers (sheets 
with news and advertisements on one 
side only), the Post-Office Department 
ruled that these sheets were not news- 
papers, and for a short time they were 
denied the privileges of the mails. 

Mr. Aikens, who originated the 
method of printing ‘‘ patent” news- 
papers, appeared before the Senate 
committee on post-offices and post- 
roads, Senator Ramsey, chairman, and 
asked for an amendment to the postal 
laws, adding the words ‘‘or partly 
printed” to the section giving free 
transportation to country papers. Matt 
Carpenter also appeared, and in his 
characteristic manner said: ‘* They 
say this paper is not a newspaper, be- 
cause one side was printed at the 
Evening Wisconsin office and the 
other at Burlington. It has news, 
miscellany, poetry, advertisements—all 
that newspapers have—if not a news- 
paper, in the name of God what is it?” 

The committee recommended the 
amendment, and it passed, and from 
that day to this the department has 
given ‘‘patent”’ papers all the mail 
privileges of the most favored. 

So, in the case of PRINTERS’ INK, 
‘* if it is not a newspaper, what is it?” 
Perhaps, the Post-Office Department 
could be assisted in this decision by an 
amendment as brief as the one we 
have related.— Milwaukee Evening 
Wisconsin, 
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COMMENTS OF THE PRESS 
On the Case of Printers’ Ink and the P. O. D. 





PRINTERS’ INK IS NO EXCEPTION 
TO THE GENERAL RULE, 
‘“*There is not a publication in America 
that does not advertise its publisher more or 

less.”"—Sentinel, Mayville, N. Y. 


* At first thought it would seem that such a 
publication must fall, but, on the other hand, 
it has been a shining success, and is now re- 
garded as authority on nearly all points of 
interest to publishers and advertisers. It 1s 
the magnet which draws the publisher and 
advertiser together, and the mediator which 
steps in and establishes prices, and suggests 
the basis for business relations that are bene- 
ficial to both buyer and seller, That such a 
newspaper was indeed a “ long-felt want”’ is 
shown by the marked success of PRINTERS’ 
Ink and the favor in which it is universally 
held. Take Printers’ Inx out of the field 
and it would have a dozen imitators left that 
are in no wise deserving of being entertained 
as worthy of the name of competitors.’’— 
Journal, Ottawa, Ill., February 7, 1892. 


IN PRINTERS’ INK FRIEND AND 
FOE ARE ALIKE WELCOME. 

**Beyond doubt, it is more closely read by 
those who take it than is any other publica- 
tion on the face of the earth. Its reading 
columns and advertisements are devoid of 
discrimination, and friend and foe are alike 
welcome.”” — News, Middlesborough, Ky., 
February 20. 


“Geo. P. Rowell & Co., the great adver- 
tising experts of the world, and who publish 
Printers’ Ink, one of the brightest and most 
useful periodicals ever put out,’’ etc.—Gazette, 
Sioux Falls, S. D., February 21. 


“* They charge 50 cents a line for advertise- 
ments, pearl measure, in PrinTERS’ INK, with 
twenty-five per cent additional for special 

ition.” —Journal of Education, St. Louis, 
flo., February 8. 


“*Mr. Wanamaker should promptly revoke 
this entirely unfair ruling of his department.” 
—Vost, Boston, Mass., February 25. 


PRINTERS’ INK HAS THE RIGHT 
SORT OF PUBLISHERS 
AND OWNERS. 


“It is immaterial that it is issued by an ad- 
vertising agency ; in fact, it may be consid- 
ered appropriate, for that is where the most 
expert knowledge on the subject should be 
found.”’—/Journalist, New York, January 30, 
1892. 

“It isa public benefit, and supplies an im- 

rtant demand. We do not think any other 

rm would be so competent to carry it on.’’— 
Herald, Aransas Harbor, February 4, 1892. 


Printers’ INK is a publication of great 
value to advertisers and publishers, and its 
editorials and other matter are read with 
pleasure and profit by thousands of business 
men who have learned the value of the art of 
advertising. Mr. Rowell is a master of the 
art, and it is — natural that a journal de- 
voted to it under his management should find 
thousands of readersin the business world.’’— 
Wisconsin, Milwaukee, Wis., February 11. 


PRINTERS’ INK IS A LITTLE HEB. 
DOMADAL BUT NOT VEkY, 

“* PRINTERS’ INK is the title of a little heb. 
comadal which is intended to give ideas to 
advertisers as to the best way to advertise and 
secure the best results,’"—/Post, Houston 
Tex., Feb, 14. : 


“ PrinTERs’ INK is only five years old, and 
its phenomenal success goes a long way to 
prove that we are becoming more and more 
a nation of specialists.”—Brains, Boston. 
February 1, 1892. : 


“*PrinTers’ Ink is doing better service in 
the field of advertising than any other paper 
in the land. To know how to advertise is 
what few people understand, and Printers’ 
Ink is throwing more light on the subject 
than all other papers combined.” — 7ribuze, 
Great Bend, Kan., February 5, 1892. 


“A magazine that is of great value to the 
advertising world.”—/ournal, Far Rocka- 
way, N. Y., February 27. 


If Printers’ Ink is not a newspaper then 
there is not a weekly newspaper in the coun- 
try. We believe it at present the best read 
and most carefully preserved journal in exist- 
ence,””"—Leader, Carbondale, Pa, 


PRINTERS’ INK 1S UNIQUE, USE- 
FUL, AND LOADED WITH 
GOOD THINGS. 


“It is the best publication bearing upon the 
subject of advertising that we have ever seen.” 
—Citizen, Cairo, Ill., February 4, 1892. 

“That invaluable publication, PrinTErs’ 


Ink.” — Transcript, New York, February 6. 


“ A unique and exceedingly valuable publi- 
cation.””—Review, Butler, Ind. 

“ That unique and useful little publication, 
Printers’ Ink.”—Dramatic Mirror, New 
York, February 20. 


** It is a journal published in the interests of 
advertisers and the newspaper publishers, It 
is each week loaded with good things for the 
craft.”"—Recerder, Riceville, lowa, Febru- 
ary 10, 


_ ‘The best periodical devoted to the sub- 
ject of advertising printed in the country. It 
is largely circulated, is a legitimate news- 
paper.’’—Chronicle, St. Louis, Mo., Febru- 
ary 12. 

** Pxinters’ Ink, an invaluable journal on 
advertising.’’— Leader, Port “ownsend, 

ash., February 10. 


PRINTERS’ INK WAS A NEW IDEA. 
“It is catchy, full of meat, and original.”’— 
+ ga Druggist, San Jose, Cal., January, 
1892. 
_ “This sprightly magazine is a novelty in 
journalism, and is successfully working a field 
which was never seriously attempted until it 
saw the light.’""— World, Baltimore, Md., 
February 16, 
“* Printers’ Ink, the unique and singularly 


valuable publication originated by George P. 
Rowell & Co,”—Sanitary Era, New York, 
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“Tt teaches the whole theory and art of 
elective advertising, and it deserves every 

ivilege accorded to any other newspaper .’’— 
Statesman, Austin, Tex., February 14. 


“ Our belief is that Printers’ Ink, of New 
York city, published by Geo. P. Rowell & Co. 
and edited by John Irving Romer, is pre- 
eminently the most valuable publication in 
America for the editor-printer, or the student 
of the science of advertising in all its forms, 
or the art preservative enthusiast. It is a 
journal of far-reaching and general usefulness, 
and we are astonished to note the move of the 
postal authorities, the tendency of which is to 
cripple, possibly ruin, this publication.” —Re- 
publican, Barnesville, O., February 19, 1892. 


“It was a new idea all through, and, like 
new ideas generally, required large capital, 
much experience and utmost push to make it 
go.”—Star, Dover, N. H., February 26, 1892. 


PRINTERS’ INK IS BUT A PRIMER 
NOW IN COMPARISON WITH 
WHAT IT WILL BECOME, 


“In its chosen field it has been a great suc- 
cess. There is a host of advertisers in the 
United States who have learned from its 
pages how to advertise—how to spend their 
money so as to increase their returns, And 
this has not been alone for the benefit of the 
general advertiser. Thousandsof wide-awake 
local merchants have obtained new ideas from 
its pages, and thereby increased ihe attrac- 
tiveness and consequently the effectiveness of 
their advertising. —B/ade, Toledo, Ohio, Feb- 
Tuary 2, 1892. 

“Its discussion of all questions pertaining 
to advertising are able, exhaustive and inter- 
esting.” Herald, Bolivia, Mo., February 4, 
1892. 


“ Printers’ Ink has become one of the 
most valuable publications of the period, more 
valuable perhaps to its subscribers than to its 
proprietors, though the revenue it yields is by 
no means small, Printers’ INx is the origin- 
ator and pioneer of a new class of commercial 
literature, but it has much mcre to do; it has 
barely whetted the appetite for aid and in- 
struction in the advertising field, and can 
hardly be more than a primer in comparison 
with that into which it will develop in the 
years to come.’’—Xecorder, New York, Janu- 
ary 2, 1892. 

“We say of general interest, and we know 
this from our advertisers who quote PRINTERS’ 
Ink very often to us.” 


PRINTERS’ INK AND ITS PUBLISH- 
ERS HAVE FRIENDS, 


“ Printers’ Ink has been and is of great 
utility to newspaper patrons and proprietors 
alike in disseminating accurate ideas of the 
advantages resulting from the relations exist- 
ing between the buyer and seller of advertis- 
ing space. It tells the buyer what he should 
get for his money, and advises the seller as to 
what he should give for that money. It is as 
comprehensive a guide for advertisers and 

ublisliers as such a publication can well be. 
ts usefulness, therefore, cannot be success- 
fully disputed.’’— 7%mes, Hailey, Idaho, Feb- 
ruary 3, 1892. 


“We are sorry for our Pxinters’ Ink 
friends, because we need their publication, 
and thousands of newspaper men and adver- 
tisers need it as much as we do,”—Xeforter, 
Walton, Kansas, February 12. 
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“If Printers’ Inx is not a sousatase, then 
there is not a weekly newspaper in the coun- 
try. We believe it at present the best read 
and most carefully =F journal in exist- 
ence,”—Evening News, Plainfield, N. J., 
February 17. 


“The value of any publication must of 
necessity be the value placed upon it by its 
readers. ’— 7ribune, Gunnison, Colo., Febru- 
ary 4, 1892. 


“In its chosen field it has been a great suc- 
cess, There is a host of advertisers in the 
United States who have learned from its pages 
how to advertise—how to spend their money 
so as to increase their returns. And this has 
not been alone for the benefit of the general 
advertiser. Thousands of wide-awake local 
merchants have obtained new ideas from its 
bright pages, and thereby increased the at- 
tractiveness and consequently the effectiveness 
of their advertising. But this useful little peri- 
odical has become entangled in the red tape o 
the Post-Office Department.”—Argus, Rock 
Island, Ill., February 13, 1892. 


** At a gathering of editors in Kansas the 
other day the question was as to what was 
thought of Priners’ INK, and the unanimous 
verdict was that it was the best newspaper in 
America _in every respect.""—Democrat, 
Topeka, Kansas, February 16. 


“ Printers’ INK, a paper much admired by 
the advertising world.”.—Aransas Pass New 
Era, February 16. 


“Mr. Geo. P. Rowell’s honorable business 
record of over twenty-seven years, his integ- 
rity and legitimate business success, which 
have given him a stanch commercial stand- 
ing in the mercantile world, ought to preclude 
the possibility of an unjust attack by the 
Post-Office Department. Among hundreds of 
newspaper publishers who have never met 
Mr, Rowell there has been nursed to life a 
kindred tie of friendship that is due solely to 
the thorough, business-like, methodical and 
honorable methods in conducting his busi- 
ness.” —/Journa/, Ottawa, Ill., February 21. 


** The publishers of Printers’ Ink are mak- 
ing a vigorous war upon Mr, Wanamaker’s 
ruling, and they are sustained almost without 
exception by every paper whose attention has 
been directed to che apparent wrong inflicted 
by the Postmaster General’s decision,’’"— Te/e- 
gv aph, New London, Conn., February 23, 
1892. 


PRINTERS’ INK IS A VALUED EX- 
CHANGE, 


‘*T have not missed reading a single issue 
of this interesting, instructive and well-edited 
journal since its first appearance, and am 
deeply indebted to its publishers and editor 
for many ideas and suggestions which have 
enabled me to make my two journals a suc- 
cess, Printers’ Ink and the New York Sux 
are my models, and by religiously reading 
these two journals | am in hopes in time to 
become a successful editor, publisher and ad- 
vertiser.”"—Harrison's Shorthand Magazine, 
Boston, February 1892. 


** Among all the journals affecting the pub- 
lishers of newspapers, not one is more sought 
after than is Printers’ Ink.’’—Record, 
Wilkesbarre, Pa., February 4, 1892. 


* Printers’ Ink, the celebrated — for 
newspaper men,.’’—Press Times, attle, 
Wash., February 3, 1892. 
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**Its pages bristle with articles and news 


matter on the art of advertising. PrinTERs’ 
INK 1s not only a news: r, but an unusually 
good one.” —News, McKeesport, Pa., Febru- 
ary 4, 1892. 


* Printers’ INK, a bright, breezy, well- 
edited and handsomely printed weekly, that 
is as unique in its contents as itis in name, 
There are few publications more welcome in 
the newspaper offices of the country than the 
meatly little journal named, packed as it is, 
with information and suggestions of pointed 
practical interest to the printing, publishing 
and advertising world.’’—Repud/ican Times, 
Springfield, Ohio, February 10, 1892. 


** One of the brightest and most valuable 
exchanges that has ever adorned our table.” 
—WNews, Albion, N, Y., February 13. 


““One thing is certain, Printers’ INk is 
readable, and we note more quotations from 
that journal in our exchanges and in the larger 
dailies than of any other paper.’’—Merchant 
Sentinel, Cincinnati, O., February 15. 





‘Printers’ Ink, a publication full of 
interest to every newspaper publisher and 
advertiser.””"— Journal, Montgomery, Ala., 
February 1, 1892. 


** It is one of the Wordd’s exchanges, and a 
valuable one. Printers’ ink is a mighty 
great thing for this country and every coun- 
try, and Printers’ Ink is one of _its best 
advecates,’’— World, Reading, Pa., February 
5, 1892. 

** Among all the journals affecting the pub- 
lishers of newspapers not one is more sought 
after than is Printers’ Ink.’’—February 16, 
1892. 


Printers’ INK is a legitimate publication, 
and is circulated mostly among advertisers 
and editors, for which class it was intended. 
The Post-Office Department claims that 
Printers’ Ink had too many exchanges on its 
list. This is a funny ruling, and to all com- 
mon-sense men is out of order.’’-—Courier, 
Waynesville, N. C., February 25. 


** One of the handsomest and most valua- 
ble exchanges of the Cafita/ is Geo. P. Rowell 
& Co’s periodical, Printers’ Ink, which ap- 
pears weekly full of information of great im- 
portance to advertisers and newspapers,.’’— 
Capital, Topeka, Kans, 


“It is entirely safe to say that there is not a 
publication in the country which receives a 
more careful reading in the newspaper offices 
of the United States than the compact, well 
edited, well written weekly entitled PRINTERS’ 
Ink. There is not a more legitimate weekly 
published in New York, or anywhere else, 
than Printers’ INK, as it appears to-day, and 
to deny it admission to the mails as second- 
class matter is an unjust, though it may be an 
unintentional, discrimination. If the Post- 
Office authorities desire to ascertain the real 
character of this useful publication let them 
consult the different newspaper offices of the 
country and they will be promptly enlightened. 
It is the advertising educator of the nineteenth 
century. It is worth its weekly tweight in 
gold.” —News, Lincoln, Ill., February 13. 


PRINTERS’ INK HAS LEGITIMATE 
SUBSCRIBERS AND NO OTHERS. 
““The Z7imes pays the subscription price 


for Printers’ Ink, and pays it willingly too,” 
— Times, Caney, Kans., February s. 


PRINTERS’ INK. 





“We send it every week and Review on 
year for $1.50. Open to old or new subserih. 
ers. When subscribing include it. The fact 
that advertising is one of the essential features 
of a profitable business is too often oven 
looked.’’—Review, Three Oaks, Mich, 


* The Freeman, like most other enterprising 
newspapers, makes a practice of presenting g 
year’s subscription to that paper to such of its 
advertisers as desire it.”—Freeman, Kings. 
ton, N. Y., February 1, 1892. 


“ Having noticed Printers’ Ink, or in any 
way advertised for its publishers, we should 
deem it within our province to make the fair 
exchange, which is no robbery, and cancel the 
indebtedness by the acceptance of a year's 
subscription to ———— which is eagerly 
perused at this office. If for one subscription, 
then also the mee holds good for another; 
and still a third, a fourth and a fifth, A 
friend of ours, who may be benefited by its 
perusal, may by this means undoubtedly be. 
come a subscriber through our tender of the 
same to him,”’—Cafe A nn Breeze, Gloucester, 
Mass., February 2, 1892. 


“*Some time ago some of the merchants of 
Port Arthur would notice among their maila 
copy of a little publication called Printers’ 
Ink. It came to them gratuitously, for the 
Sentinel had paid Rowell & Co. for it for the 
receivers,” —Sentine/, Port Arthur, Ont., Feb- 
ruary 2, 1892. 


“The journal contains too much informa- 
tion to be classed as an advertising sheet, We 
have been a subscriber to Printers’ Inx ever 
since its birth, and expect to remain on the 
list. We have paid for it—in advertising, 
which is the same as money—and have re 
ceived large returns.’’"—Weekly Avalanche, 
Glen Gardner, N. J., February ro. 


“ Printers’ INK is by no meansa gratuitous 
publication. Outside its list of exchanges the 
copies mailed patrons and advertisers, it re 
quires and receives subscription rates,”— 
Echo, Moundsville, W. Va., February 12. 


** George P. Rowell & Co. are in a business 
where they wish to take every paper published 
in the United States and Canada. We wish 
to read Printers’ INK, as does nearly every 
publisher in the territory named. If we send 
the Record, which costs us labor and money 
to print, in exchange for Printers’ INK, we 
consider ourselves a subscriber, just as much 
as though we had paid the subscription price 
in cash.”"—Record, Spangle, Wash., Febru- 
ary 4, 1892. 


“*If a man’s subscription is paid, whether 
by himself or another, and he accepts and 
wants the publication, he is a bona-fide sub- 
scriber—there can be no other view of the 
question.’’—A dvocate, Colorado Springs, Col., 
February 6. 


“The Post-Office Department at Washing- 
ton deny its right to be sent through the mails 
as second-class matter, because it is sometimes 
distributed free, and a year’s subscription has 
been offered as a premium to advertisers buy- 
ing a certain space in its own columns.”— 
Evening Journal, Flushing, N. Y., Febru- 
ary 17. 


“*PrinTErs’ INK, which journal a large num- 
ber of our business men read, the Standard 
having paid for their subscriptions. Print 
ERS’ INK is one of the brightest of journals 
and should not be discriminated against.”— 
Standard,Greensburg,Ind.,February 19, 1892. 
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“We exchanged with Geo, P. Rowell & Co., 
of New York, advertising fur a number of sub- 
scriptions to Prinrers’ NK, a publication on 
advertising, to be forwarded to our local ad- 
yertisers with a view of instructing them in 
the art of advertising, For making such ex- 
changes the publication above referred to is 
excluded from the mails as second-class mat- 
ter.’—Review, Butler, Ind., February 18. 


“ We fail to see wherein the publishers vio- 
late the law. An advertiser would not accept 
the offer unless he could use the subscriptions 
to advantage.” —A vant Courier, Bozeman, 
Montana, February 20. 


“ Advertising is as much a commodity as 
cal, iron, tobacco, leather or other articles of 
merchandise or manufacture, It is estimated 
that over $300,000,000 is spent annually in this 
country for advertising. Certainly this vast 
interest is deserving of recognition from the 
Government. Printers’ INk is the repre- 
sentative publication of this great industry, 
if the term may used. It is paid for by 
publishers and others who appreciate its 
worth.” —Station A gent, Cleveland, Ohio. 

“It disseminates news and useful informa- 
tion and has a large list of paid subscribers.’’— 
Business, New York, February, 1892. 


“Every publication, daily, weekly and 
monthly, is constantly offering inducements 
to increase both its circulation and its adver- 
tising patronage. Surely Geo, P. Rowell & 
Co, should be made no exception to this 
rule.” —Press, Utica, N. Y., February 15, 1892. 


“ No harm will be done by definitely settling 
the point that all publications conducted as 
Printers’ Ink shall circulate at second-class 
rates,”—Journa/, La Cygne, Kans., Febru- 
ary 13. 

“* There is not a periodical in the country of 
much greater merit or higher standing than 
Printers’ Ink, and certainly none better 
entitled to the advantages of second-class 
rates.” —Newws, Frederick, Md., February 12. 


“ A subscriber toa aeomnent or other peri- 
odical isa person from whom, or from some 
one for him, its business representatives have 
recrived, or expect to receive, a consideration 
satisfactory to themselves as a subscription 
price.” —Sunday Repubiican, Akron, Ohio, 


THE PLACE PRINTERS’ INK OC- 
CUPIES. 


“It has done much to enlighten adver- 
tisers, and also to bring advertising up to a 
higher standard,”"—Hera/d, Boulder, Colo., 
February 1. 


“ Has become a prime necessity to the large 
and intelligent class of advertisers, and is a 
welcome visitor in every newspaper office.’’— 
Prohibition Advocate, Baltimore, Feb. 6. 


“ Printers Ink, the Dry Goods Chronicle, 
the American Grocer, and the Fancy Goods 


Graphic. These papers are unexcelled in 
their respective fields..’.— Fancy Goods 
Graphic, New York, February, 1892. 


“ Printers’ Inx is a publication devoted to 
the interests and business of advertisers, and 
in so far it is devoted to a special industry.””-— 
Times, Bayonne, N. J., February 11, 1892. 

* Printers’ Ink is a high-grade class paper 
with a large and influential clientage.’’— 
YVenowine’'s News, Milwaukee, Wis., Febru- 
ary 14, 1892. 


PRINTERS’ INK. 
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“*Of much value to publishers, and so far 
aswe can see as much a regular publication 
and entitied to the privileges of the mails as 
much as any other.’”’—7Zimes, Watertown, 
N.Y., February 12. 


‘“*Prinrers’ INK is a permanent weekly 
publication, it is issued oan each week, 
and it certainly is a newspaper, for each issue 
contains much valuable reading matter which 
is especially helpful to publishers, editors asd 
advertisers.”"— 7rzbune, Altoona, Pa., Febru- 
ary 13. 

** Printers’ INK is printed in the interest of 
the press of the country, and weekly contains 
matter highly interesting and of considerable 
value to every newspaper office In the United 
States.’’"— Union, Oneida, N. Y., February ro, 


“*PrinTERS’ INK is published for a large and 
growing class of the American people known 
as business men, to whom it weekly brings 
news of everything that is novel and instruc- 
tive in the art of advertising, and is, therefore, 
as much of a newspaper as the /rom Age or 
the Clothier’s Journal.’’—Courier, Camden, 
N. J., February 17. 

““We wish that every merchant would be- 
come a reader of Printers’ Ink, for they 
would become better and more liberal adver- 
tisers, since, by the new ideas and suggestions 
made to them by men who have spent a life- 
time in the study and handling of advertising, 
their advertising would prove more fruitful.’ 
—Homeopathic Physiciar, Philadelphia, Pa., 
December, 1891. 


“* Printers’ Ink, an admirable journal de 
voted to newspaper men and advertisers.””— 
News, Batavia, N. Y., February 17. 


Printers’ Ink publishes news about a 
specialty. And specialty journals have long 
been recognized as regular and legitimate 
newspapers.’’—Kepublican, McPherson, Kan., 
February 12. 


‘Printers’ Ink, one of the finest class of 
trade papers ever issued.’’—/ndian Chieftain, 
Vinita, Ind. Ter., February 18. 


‘PRINTERS’ INk is a periodical devoted to the 
interests of advertisers, and from the pages of 
which the best advertisement compositor in 
the world can glean important izformation.” 
—FPatriot, Harrisburg, Pa. February 19, 1892. 


**Tt was and is devoted to the art of adver- 
tising. Not only does it endeavor to collate 
expert opinions as to methods of advertising, 
but aids in the origination of new advertising 
ideas, In its chosen field it has been a great 
success.””—Repudblican, Marlborough, Mass. 
February 20. 


“PrinTERS’ INK is a recognized authority on 
advertising, is packed with excellent ideas, 
has a great circulation, and possesses a large 
advertising patronage. Why it is not enti- 
tled to pass through the mails as second-class 
matter does not appear.’'—Dazly Republican, 
Waterbury, Conn., February 20. 


“ Has become the best periodical devoted to 
the subject of advertising printed in the coun- 
try.’’—Chronicle, St. Louis, Mo., February 
12, 1892. 

“ Printers’ Ink, published by Geo. P. 
Rowell & Co.,, of New York, should certainly 
have a place—and deserves a high place upon 
its literary merits—among the regular trade 
publications of the country,’’—Gezette, Pitts- 
ton, Pa., February 19. 
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“Printers’ Ink, the best and most influen- 
tial advertiser’s journal in the world.” —Mes- 
senger, Eureka, Kansas, February 19. 


** Every reader of this valuable encyclopedia 
on advertising must acknowledge its worth as 
a class journal, and on a par with any publica- 
tion that is now registered as secre J i 
Newsman, New York, February, 1892. 


**So far as PrinTERs’ INK is concerned it is 
certainly entitled to the same consideration 
and classification as Harper's ee 
the Century, Scribner's, and kindre —_— 
cations.— 7zmes, McKeesport, Pa., Febru- 
ary 23. 

**It contains much valuable information 
and is in every way a high-class journal.””— 
Mai/, Malden, Mass., February 15, 1892. 


* Printers’ INx is one of the most valuable 
class publications issued and interests one of 
the largest class of patrons in the country, 
being of special value to advertisers, for 
whose beneht it is published. If any publi- 
cation 1s entitled to be cheaply distributed it 
is certainly this one,’’—Ledger, Tacoma, 
Wash., February 18. 


“ This lively little paper is devoted to what 
may be called art in advertising, and it is safe 
to say that the most clever newspaper men in 
the United States and Canada receive and 
study it. Certainly Printers’ INk is a news- 
paper, and one ot the most interesting and 
helpful of those whose existence we know.” — 
News, Providence, R, I., January 30. 


“* There is no better special publication than 
Printers’ Ink, published by Geo. P. Rowell 
& Co., New York. It is an acknowledged 
beauty typographically and the recognized 
journal for advertisers.”—/ourna/, Jersey 
City, N. J., February rs. 


NEWSPAPERS PROTEST AGAINST 
THE ACTION OF THE DEPART- 
MENT IN THE CASE OF 
PRINTERS’ INK. 


“If the Department hampers the circula- 
tion of Rowell & Co’s little journal they will 
deal a blow at the artistic and economical prog- 
ress of the publishers and advertisers of 
America, and indirectly to the masses.’”’— 
Herald, Utica, N. Y., February 25. 


“The press throughout the country has 
taken up the question, not because of dealings 
with the victims of unjust assumption of au- 
thority, but for the reason that an important 
a: is involved.”—Hera/d, Fall River, 
fass., February 14. 


“*Why such a periodical should be excluded 
from the mails when political and trade papers 

ss muster without question, is one of those 
egal mysteries that would puzzle the most 
astute of the celebrated Philadelphia lawyers. 
It is certainly a rank injustice, and whether 
so intended or not, amounts to a stab at the 
entire printing and publishing fraternity of 
the radiata, , Cayuga, N, Y., Febru- 
ary 6. 


“‘ There is no better special publication than 
Printers’ INK, Printers’ INx is a bona-fide 
subscription journal to all intents and pur- 
poses. It isiull of news for advertisers and 
publishers, and is a newspaper devoted to the 
special objects of its class,’"—Ohio State 
Journal, Columbus, Ohio. 


PRINTERS’ INK. 


“ PrinTERS’ Ink is in every sense of the 
word a newspaper, and entitled to transmission 
through the mails as second-class matter,”— 
Sunday Mercury, New York, February h 
1892. 


“The general sympathy seems to be with 
Printers’ Ink.” — Times, New York, Febru. 
ary 11, 1892. 


“The claim of Printers’ INK to a place 
among the legitimate publications of the 
country is too well established to deny its ad. 
mission as second-class matter on that score,” 
—Evening Leader, Carbondale, Pa., Febru- 
ary 6, 1892. 


Printers’ Inx is as legitimate a publication 
within the meaning of the postal laws as there 
is in the United States, and it is perhaps the 
most carefully read by its pte BaP some of any 
journal in the country.” —Saturday Evening 
Post, Burlington, Iowa, February 6. 


“Tt is certainly entitled to be listed as 
second-class matter as much as any periodical 
published. It is, of course, a journal devoted 
primarily to advertising ; in fact, it treats from 
beginning to end of little else than advertis- 
ing, but itis looked forward to by those inter- 
ested in advertising with more interest than 
any other trade paper.’’—A merican Hebrew, 
New York, February 2, 1892. 


“If the rule laid down for Printers’ Inx 
were applied to all other publications there 
would not be a paper in the United States 
which could be entered as second-class mat- 
ter.’’"—National, Atlana, Ga., Feb. 11, 1892. 


“The truth is Printers’ INK is a trade 
paper, and would appear to be just as much 
entitled to recognition as a “legitimate” 
newspaper as are the countless other trade 
papers.’’—/Journal, Jamestown, N. Y., Feb- 
ruary 13. 


“The assumption on the part of the Post- 
Office Department that Printers’ INx is not 
entitled to go through the mails as second- 
class matter can be regarded in no other light 
than an abridgment of the rights of publish- 
ers.”’— Tidings, Buffalo, N. Y., February 13. 


“The Ink is a weekly publication chock 
full of ideas, instructive and entertaining. 
There is no earthly reason why it should not 
be sent through the mails as second-class 
matter.’’—Joseph Howard in the Recorder, 
New York, February 18. 


“If the postal law can be so construed as to 
put Printers’ Ink outside of the second-class 
rates, then the law is wrong and should be 
repealed or amended to do justice.””—Grit, 
Williamsport, Pa., February 7, 1892. 


‘PRINTERS’ INK, in my judgment, should go 
through the mails as second-class matter.”— 

. M. Gillam, Manager Wanamaker’s Adver- 
tising Department. 


Printers’ Ink is a bona-fide subscription 
journal to all intents and purposes. It is full 
of news for advertisers and publishers, and is 
a newspaper devoted to the special objects of 
its class. It would be a gross injustice to deny 
its publishers the right to send this bright, 
newsy and ably edited journal through the 
mail as second-class matter.”’ — Journal, 
Meriden, Conn., February 1s. 


“The ruling of the Department is unrea- 
sonable and founded on mistaken premises.” — 
Tribune, Rome, Ga., February 16, 1892. 








PRINTERS’ INK. 


“He must be a hair-splitter of very great 

ities who fails to see in PrinTERS’ Inka 
first-class weekly paper, dealing with a first- 
class subject in a first-class way. It has saved 
more money for wasteful and thoughtless ad- 
vertisers, and made more for publishers by 
jnstructing the public in the art of adver- 
tising that pays than any dozen influenees now 
or ever at work.”—Evening Independent, 
Massillon, Ohio, February 9. 


“If Prinrers’ INK is not entitled to enter 
as second-class matter then one-half our pub- 
lications are not.’’—Reporter, Peabody, Mass., 
February 13, 1892. 

“Geo, P. Rowell & Co. will have the sym- 
pathy and support of the united press of the 
whole country in their fight for their rights 
under the postal laws.”—Sum, Lincoln, Neb., 
February 15. 


“It is one of the most valuable of publica- 
tions to the newspaper editor and advertiser, 
and to hamper its distribution is to slight the 
interests of the journalistic and business 
world.” —Press, Woburn, Mass., February 18. 


“ Printers’ INK, a mF age publica- 
tion, emanating from New York, has been put 
to great trouble and expense by a ruling of 
the Post-Office Department.”—Homestead, 
Manhattan, Kans., February, 1892. 


“Mr. Fountain, the high muck-a-muck 
official who passes upon these matters, affects 
to believe that all the commendatory notices 
given to Printers’ Ink are the result of the 
necessity on the part of the publishers to keep 
the good will of Geo. P. Rowell & Co’s ad- 
vertising agency. What a beautiful insult 
and what a blooming idiocy! There are 
hundreds of successful newspapers that have 
absolutely refused to do business with any 
agency. The News solicits no business 
through agencies, and cares not a continental 
for any or all of them.’’—Middlesborough 
(Ky.) News, February 20. 


“We hold that Printers’ Inx is just as 
legitimate a periodical as Harfer’s, and is 
read by thousands of | wer with more in- 
terest.”.— Banner, St. Charles, Mo., Febru- 
ary 19. 

“Why it is that the United States postal 
authorities have ruled that Printers’ INK be- 
longs to third-class mail matter we fail to 
see.” Signs of the Times, Oakland, Cal., 
February 17, 1892. 


“Printers’ Ink is as much entitled to the 
preferred rate as any class publication, and 
the opposition is incomprehensible. It is a 
meritorious periodical of no doubtful object 
and is self-sustaining.” — Zzfress, Terre 
Haute, Ind., February 14. 


“If the Local News was to insert in its 
columns an advertisement calling attention to 
its job printing department it would be com- 
mitting the same crime for which Print- 
ers’ Ink has been arraigned.””—Loca/l News, 
Homestead, Pa., February 20. 


“The Post-Office Department appears un- 
able to see what ought to be a plain distinc- 
tion between an advertising sheet and a peri- 
odical for advertisers. A mistake appears to 
have been made in the ruling, and this ought 
to be corrected.”—Sfy, Worcester, Mass., 
February 22. 


“The general sympathy seems to be with 
Penrrens® Inx.’’—-Heradd, Dunkirk, N. Y., 
February 20, 1892. 
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** All the sectarian and other religious pa- 
pers might be shut out on the same ruling, es- 
jally the Sunday-school papers, PRINTERS’ 
NK isa bona-fide subscription journal, to all 
intents and purposes,”’—Nickel Plate,London, 
Ohio, February 18. 


““If the Post-Office authorities desire to as- 
certain the real character of this useful publi- 
cation let them consult the principal newspa- 
per offices of the country and they wiil be 
wee A enlightened.” —LZvening Journal, 

ockville, Conn., Feb. 22. 


* Rowell & Co, seem to have by far the best 
of the argument, and we believe the Post- 
Office officials will be compelled to acknowl- 
edge their mistake.”—/ourna/, Fremont, 
Ohio, February 19. 


“They have good grounds, we think, for 
making a ‘kick.’ — Republican, Hudson, 
N. Y., February 19. 


“* He has just as much right to try and ex- 
clude the Bible from the church as Printers’ 
Ink from the mails,’’"—/ourna/, Ottawa, II1., 
February 14. 


“No ruling of the postal authorities of re- 
cent date has occasioned more adverse criti- 
cism by the press of the country generally 
than that declaring that Printers’ Ink is not 
a legitimate newspaper.”—Mercury, San 
Jose, Cal., February 16. 


‘The action of Postmaster-General Wana- 
maker, in excluding from the mails the pub- 
lication called Printers’ Ink, must be due tu 
a misconstruction of the postal iaws or a want 
of knowledge on the part of the gentleman as 
to the value of the publication to publishers 
over the eountry.””"—Courier, Lincoln, Neb., 
February 23. 


“* Why our favorite should be singled out for 
this unjust discrimination is more than we can 
make out.”—Herald, Scio, Ohio, Febru- 
ary 23. 

“That opinion would rule out of the priv- 
ileges of the second-class mail every news- 
paper in the land, for every one of them ad- 
vertises its business in its own columns, It is 
to be hoped the ae yee will accept the 
opinion of nine-tenths of the fraternity, who 
believe Printers’ Ink is entitled to second- 
class privileges.’’—Cash Grocer, February 29. 


“The discussion about the refusal of the 
Post-Office authorities toadmit Printexs’ INK 
to the mail as second-class matter bids fair to 
open the eyesof the Department to some in- 
consistencies,’’"—Xeview, Elkhart, Ind., Feb- 
ruary 23. 


**It is outrageous that the law is so ambigu- 
ous that the Post-Office authorities themselves 
can blunder in constructing it, as they do, ac- 
cording to the whim of the person in charge of 
the matter, and it ought to be changed imme- 
diately in justice to those compelled to suffer 
by such ambiguity.” —A dvance, Carbondale, 
Pa., February 26. 





PRINTERS’ INK still exhibits signs of 
longevity. The last page has been 
sold to A. F. Richardson, of ‘* no-sub- 
stitution” fame, for fifty-two weeks, 
commencing with the issue of March 9, 
this issue, for $11,700, and is dirt cheap 
at that price. 
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THERE IS A MUDDLER IN HIS OFFICE. 


Tue Utica OBSERVER, ; 
Utica, N. Y., Feb. 26, 1892. 
Editor of PRINTERS’ Ink: 

I served as postmaster under Gen. Wana- 
maker for two years, had repeated personal 
intercourse with him and much correspond- 
ence not wholly of an official sort, and he 
knows the Oéserveras well as myself. So I 
wrote the brief editorial, which you will find 
enclosed, marked, and it will soon be under 
his eye, accompanied by a personal letter 
acquainting him with the fact that the interest 
in your case is general among newspaper men 
—as, judging by myself, I truly believe to be 
the fact. Yours sincerely 

Prentiss BAILEY. 


One of the most interesting periodicals that 
come to the Odserver’s exchange table is 
Printers’ Ink, a weekly paper as unique as 
it is neat in appearance in which the subject 
of advertising is chiefly discussed from all 
standpoints, It is printed by Geo. P. Rowell 
& Co., the well-known advertising agents. 

We have recently learned with astonish- 
ment that the Post-Office Department is 
questioning the right of the publishers to send 
this publication through the mails at second- 
class (newspaper) rates. Novels and books of 
various kinds in paper covers go at these rates 
—as they should not—but the Department is 
collecting $700 per week or thereabouts on 
Printers’ Ink, which is paid under protest, 
while the Department is trying to figure out 
what it ought to do. 

Gen. Wanamaker has made some excellent | i 
and important rulings right out of hand on 
really ambiguous and conflicting postal regu- 
lations—notably in one case of great interest 
to newspaper proprietors which the Observer 
brought to his attention in 1889. 

Will he not feel it to be his duty to take up 
this matter, which is attracting a great deal 
of attention in the journals of both parties 
and seems to be regarded as having only one 
just side to it? He may even find very 
shortly that there is a muddler in his office 
whom the Department can well spare.—- Utica 
(NV. ¥.) Observer, Feb. 25, 1892. 


HE HAS RECEIVED OTHER LETTERS 
ON THE SUBJECT. 


apie O., Feb. 25, 1892. 
Geo. P. Rowell & Co. : 

GENTLEMEN — We wrote you recently, 
stating that we had written to our representa- 
tive in behalf of Printers’ Ink, His reply, 
which we enclose, merely shows how much 
interest, in a comparatively rural district, is 
taken in the welfare of your publication. 

Respectfully, 
Tue Mami Union Pus. Co.,, 
Per Tuomas, 


House oF Representatives, U. S., 
WasuincTon, D. C., Feb. 21, 1802. 
F.C. Thomas, Esq., Miama Union, Troy, O. 

My Dear Sir—In reply to yours of 17th 
instant would say that I have quite recently 
received numerous letters concerning PrintT- 
ERs’ INK, and I intend to examine into the 
matter carefully and hope to arrive at some 
conclusions you have expressed tome. Wish- 
ing you wal. and asking that you remember 
me to Troy friends, I remain, very truly, 

M. K. Ganrz. 


‘I regard Printers’ Ink as the greatest 
success, in trade journalism, of which 
ever known.’ 


I have 
'"—Henry Lewis Joh nson, Boston, 
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DVERTISE in UNION, Belle Paine, 
A’: home control of adv. _ Rich list. hy adit 


a +. AGENTS secured amon, ao 
THE COLLEGE-MAN, New Haven, u 
AD to let direct from letters, Goop| 
GOODWIN, 1215 Broadway, N, Y, 
NOVELTIES for Publishers and Novelty Deal- 
ers. P. O. Box3046, Boston. Send for Catalogue. 


? NAMES, New © 1 
AGENTS Western Mail Agency, St sé. Louis, Me ie. 


G'EEARRS.4MQ°4" PRINTERS 
PIANOS, Sart} acs Wh ita 
PATENTS i. aps: hat 
U, 8, PATE Sze WEY 


NEWSPAPERS <i. remiums from Em- 


Bo. , 28 Reade St.. N.Y 

PEORIA HERALD, sanity canst: 
er, Rice & Co., etc. Oti 

BOSTON. Dyers tte &¢ adv. for Pray & Co., 


such 
clients wanted. A. E. SPROUL, 658 Wash’ton St, 


WOOD ENGRAV!! 


You know a good thing 
when you see it. Send 2c. stamp for chromo“ 
age School.” Spencerian Pen Co., 810 B’way,N.Y. 


HEALTH HELPER S.23"i bv, at 


or, Pa 's advertisers extra large returns. /5c. 
,000 monthly. Samples Free. TRY 


ian Francisco Bulletin 
Largest evening circulation in California. 
PU character, Lic" family newspaper. 


Always pays 
LIC é PL avertios: 


5 PI i 10 N vennet ~ ew York, 


SEND $3.00 AND GET 2 MOUNTED CABINET 
PHOTOGR a. OF w HICAGO 
BUILDINGS, PARKS, J. W. TAYLOR, 
51 i iesaves St., Chicago. 


Portraits—Made to order from 
Photos. Cheapest mewepener cuts 
cnteme Pits: Send for proofs. CENTRAL 

PRESS ASSOCIAT’N, Columbus, 0. 


DAYTON (0) TIMES 
eres NEWS 
Do You Want Agents? 


I have sent so far to 35,000 Be for the 
names of agents for a, ow use, nd ah 
ticulars. J. SME cAD, V ineland, N 


¥ KEYSTONE RE 


80 per cont... discou See advertisement in 
Printers’ Ink o' Bee, IZ, “send for the. list. 
B. L. CRANS, 10 Spruce St., N. Y. 


JOHN S. GREY, °eorTeR Pape. 


writes advertisements with gil and a stub pen. 
Ideas to sell for cash only. No “skins” or “brain 
robbers” need apply. 


Arthur's New Home Magazine 
Illustrated, Pailedelnhie, guarantees 800,000 
circulation for 1892. cheapest advertis 


’- RUBBER STAMPS 


HOW 
TO MAKE 

Circulars 

free, BARTON MFG, CO., 318 Broadway, Ns te 



















































































Latest Improved Process. 
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THE EVENING JOURNAL, 


JERSEY CITY, N.J. Circulation, 15, 
davertisers say it pays. _ 


San Francisco Cail. 
ye 1853, 
Daily, 56 .759—Sunday, 61,86 
The Leading News rvaper of the Pacific Coast 
in Circulation, Character and Influence. 


Few know how many fail through not knowing 
what they don’t know. 
per 5 a 











The successful advertisers em 
to prepare their matter. It must 


E. A. wunasaae, 
Ad. Specialist, Chicago, Il. 











ii, 
Sendf for. Estimate.) 


, MELBLE DEALING. CAREFUL SERVICE. 


["__t@ low E ESTIMATES. 08 \_ 

















~ PUBLISHERS 
DES! 





able — “and pay part part cash and the balance in 
advertising. ndle all ——. wll and 
second-hand, and sell Oe Ae salogte 
and terms free. ROUSE, AZARD & CO. x 
Street, Peoria, Il. 





ALDEN 4 & FAXON, 

Advert vertising 
Agents, 66 & 68 W. 
8d St., Cincinnati, 0. 


mo, Make 
4, ~” advertisements 
devising meth- 
ods — which money can 
» be made out of —— 
per advert 
J edvertisements ot on | 


a specialty of 











r = STATEN ISLANDER (semi-weekly), St. 
George, ae a higher rate for its adver 
en any ‘other paper of its kind in the U.S. 


Ask Rowell, Bates, S) —y Beadnell, Faulk- 
ner, burr. Tobias, Storm, Bell, Ruland, Hicks, 


rnan & Co., Goodenough or any relia 
ble sguncy. ™Send regs juest for sample 
copy. There is nothing exactly like it. 


m.. but first-class edvertising is desired and 
h-class advertiser can afford to do with- 
New York Branch Office, 2 Wall Street. 


66 | No. 62 DESK. 


out it. 
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STUDY LAW 
AT HOME. 

5 Take “Geet the 
prague Corres ence 
School of Law. ‘Incor- & 
porated.) Send ten cenw 
{stampa for particulars to 
J. COTNERB, Jr., Sec’y, 

Detroit, Mich. 


312 WhitneyBlock. 











e best qunerel — 
cg known ~J 





: of Appetite, Mental Depression. Painful Di- 

f on, Pimples, Sallow Complexion, Tired 
» Feeling, and every symptom isease re- 
» sulting from impure blood, or a failure by 
» the stomach, liver or intestines to perform 
» their proper functions Persons given to 
> over-eati ae by ing a 


meal. Price, by = 
RIPANS Bice cé., 


l5c. Address TH 
10 Spruce St., N. Y. 
—_ Wanted ; EIGHTY per cent profit. 


Cc this advertisement out and show it 
to your nearest druggist. If he has not the 
TABULES in stock write and tell us his 
name and address and exactly what he said, 
and we will send you a sample bottle free. ¢ 








? 





‘ P0000: 








“ A °e 
Out What You 
LIST 
SENT FOR A TWO CENT STAMP 
An advertiser may insert a one 
advertisement one month in any ten 


iN 
‘ 


more papers and have his 
at one half the 
Price ddress, 





Superior in ma- 
» workman- 
ship and finish. 
Over 000 of these Desks in Use. Send for Desk 
Catalogue, WM. I. ELDER, Indianapolis, Ind. | 





EO. P. ROWELL & 
R ADVERTISING 
ST.. NEW 
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35,000 LADIES 
WHO 


merchan c rs” 
warectize, cheap. Your address on a postal! DQ) FANCY WORK 


them. CHAS. Wo HARPER, Columbus 0. 
Refer to THE MODERN PRISCILLA daily for 


instruction in Fancy Work and Painting, sugges. 
tions for House Decoration, new patterns for 
Knitting and Crochet, etc. 

Advertisers of first-class goods that ladies buy 
should give THE PRISCILLA a trial order, 

















The Agricultural Monthly with the Largest ae 
Circulation West of the Alleghenies. Circulation proven by postal receipts, ete, 


We promised 70,000 per month. We are | Advertising Rate, 25 cents per Agate line, 
giving 78,000. Forms close the 20th of month preceding 

May, 81,460. September, 72,900. iasue. 

June, $8,500. October, 77,000. 


July, 71,000. November, 81,000. 
‘August, 72,800. | December, 79,460. Address, PRISCILLA PUB. CO., 


Total, eight months, 624,127; average, 78,016. LYNN, MASS, 


MAGAZINE ; new management ; the only organ of the “* Woman’ 
HOM E- MN AK ERK Federated Clubs,’ es Ae stro me eepaatantie n of influential hewn 
own. Send for copy the new HOME-MAKER and adve 44 E. 14th St., N.Y, 


Che Christian Advocate. 


Official weekly metr of “ The Methodist Episcopal Church.” Circulation, over 

50,000 guaranteed. We invite ‘correspondence from advertisers who would like to reach our 

people, and whose advertisements would be appropriate for a religious family journal. Address 
HUNT & EATON, Publishers, 150 Fifth Ave., Cor. 20th St., New York. 

















The magnificent Easter Number of the NEW YORK LEDGER, with a 
beautifal Illuminated Cover, will go to press on March 19th. It will be the 
most attractive number ever issued of the LEDGER. A VERY LARGE 
EXTRA EDITION WILL BE PRINTED, BUT THE RATES FOR ADVER.- 
TISING ARE NOT INCREASED. Orders and copy should be sent at once, in 
order to secure insertion. Nearly two pages were left out of our Christmas 
Number for want of space. Address Edward P. Cone, Advertising Manager, 
William and Spruce Streets, New York City. 


SEND THE CASH 
and Say What is Wanted 


It often happens that a very small expenditure in advertising is contem- 
plated by a person who has no clear idea as to what publications should be 
taken or of the cost. Such a person always does well to send a copy of the 
advertisement to us (or furnish us with such information as will enable us to 
prepare it in proper form in our own office), together with a check for the 
amount to which it has been determined to limit the expenditure, and leave 
the selection of papers and the number of insertions in each paper to be 
determined by our experience and judgment. In that way he gets best service 
for the money, the work is properly done, and no time is lost in correspondence, 


GEO. P. ROWELL & CO., 
Newspaper Advertising Bureau, 
to Spruce St., New York, 
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Each Week 
i, 
Good Advertisements 











of insertion in THE NATIONAL 





STOCKMAN AND FARMER, Pitts- 
burgh, Pa.,and Buffalo, N.Y., 


because they do not arrive until 











all advertising space has been 





engaged. 


First come, first served. Late 


347 


After years of experience buying ad- 
vertising space and watching its results, 


A New York Advertising Expert 


sums up his judgment thus : 
“‘ Religious papers afford the best possible 
; means of communication with the buying 
* nine- -tenths of the people. 

* They are not so well used as they can be.” 





There is no other way to reach our rich 
field so easily, cheaply and well as by 
advertising in these papers : 









Put Sunday Schoo! Times. 
Them PHILADELPHIA. 
On 
Your Journal. 
List messenger 


Our knowledge 
and services await 
your inquiry or 


BALTIMORE. 
Baltimore Baptist. 
Presbyterian Observer. 











comers must wait. 





Over 260,000 Copies 
Religious Press 
Association 
Phila 


a 











@ PRINTING °) 


EXCHANGED FOR 


C ADVERTISING °) 
SPACE » 


For Price List see page 252 of Printers’ Ink 
for February 17. 


Newspaper Publishers wishing to 
contract ‘News regular supply of 


FINE JOB INKS 
s in advertising space, 
or in part, are asked to 

















and 
be om 
dress 


Ww. D. Wilson Printing Ink Co., Ltd., 


10 Spruce Street, New York. 


The 
Toledo Blade. 


The daily circulation of THE 
TOLEDO BLADE is not only 
larger than any other Toledo 
daily paper, but larger than all 
the other Toledo papers com- 
bined. It has the largest circu- 
lation of any daily paper in 
Ohio, outside of Cleveland or 





_| Cincinnati. 


THE WEEKLY BLADE 
always above 100,000 circula- 
tion. 

THE BLADE has no “special 
agency” or traveling men. Cor- 
respondence invited. 


THE BLADE, 





PRICE LIST FREE ON APPLICATION. 


Toledo, Ohio. 
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IMITATION 
may be the sincerest flattery. But it will 
not do in advertising. Advertising should 
be distinctive ;—and characteristic. We can 
make yours so—if your business has any 


character in it. 


ROBINSON-BAKER, AT).GMITHS 


107 World Building, N. Y. 
A stamp will make “Our Idea of It” yours, 


ALLEN’S LISTS: RESULTS, 


IN SEASON AND OUT OF SEASON, AND THIS IS MORE SPECIALLY NOTICEABLE 
WHENEVER A GENERAL DULL TENDENCY EXISTS. 

Notwit! photending thy  d, business aes been rather os and hard with general advertisers the past 
few months, from v: causes, and many are got, dieepa pointed results, it is the almost 
univers Verdict, that, ALLEN‘ L1nts HAVE A HANDSOMELY. and that had 

gene t it-edged. 
within a) r cent. of paying as well in proportion, business would have boomed all round. bes 
identifying, the mediums that influence them, find ALLENS LISTS’ MLW 
jen! Zz t em, fin is Ss s” 
HEAD, not ~ yh or third, — at the very head. a mew ‘Avs arn Tae 

‘We canno strong gly. to all advertisers who have a means of identifying returns, 
to keep the conned. The trouble and expense is but a rifle, and you will be repaid for it, a 
seneree + ae such records are kept ALLEN’S LIS'I'S need no commendation—results 
apenk 5 or 

RIL Is ONE OF THE BEST MONTHS IN THE YEAR in which to advertise 
Auien's it ee shrewdest and most successful general advertisers know that, and will be found 


FORMS CLOSE FOR APRIL ISSUES, MARCH 18th, SHARP. 
E. C. ALLEN & CO., ‘Propr’s of Allen's Lists) AUGUSTA, MAINE. 


The 
American TO EDUCATE 


























Springfleld, Ohio, nd armer, oa Re. Cl 
KEEPS on* Rowsyl & Oe Tork: _ 
GOING AT A GET-THERE GAIT on ee og of aur BS tear a 
The number of bona-fide paid-in-ad- wo srpout 2 ° e095 ve 





vance subscriptions received daily dur- 
ing week ending February 27, 1892, was: 


Monday, February = - . 579 


Tuesday, : - - - 43 
Wednesday, “ 24 - - 738 
Thursday, “ 25 - . = (7 
Friday, _ ° - 195 
Saturday, “ 27 - - - 206 

Total for the week - - 1,938 


It’s as plain as A BC that this speed 
means a ‘‘solid sirculation”’ of 
MORE THAN 100,000 
before the close of the year, and adver- 
tisers ret the benefit. 





ADDRESS 
The American Farmer, 
SPRINGFIELD, OHIO, 


J. C. Bush, 


TIMES BUILDING, NEW YORK CITY, L L 
Reliable Advertising Agencies at Large. OCA ADVERTISERS. 














PRINTERS’ INK. 





EDITORIAL ROOMS OF “ ComForT.”* 


No great business can be built up that has not 
for its foundation what Lincoln called the Common 
People. Mr. Dana says there are no ciasses in this 
free Republic, yet everybody knows what is meant 
by the great Middle Class. 

It means about nine persons in every ten—yes, 
ninety-nine in every hundred. 

That is where “Comfort” gets its great support. 
It is in touch with the popular heart. 


If you put wt in Comfort tt pays / 
“Over a Million a Month !” 


Space at the agencies or aa GANNET & MORSE 
CONCERN, Avucusta, Me. 


W. T. PERKINS, 23 Park Row, New York, Manager. 

































350 PRINTERS’ INK. 
WE Solicit a 
Trial Advertisement. 


The following publications have advertised liberally and 
regularly in Printers’ Ink, and that fact is an indication that 
their proprietors believe them to be good advertising mediums; 


TRY THEM ONCE. 





Circulation Price 
claimed. 

















Issued. per line, 

COMFOFE. coccsccccccccccccccsccccccccccccccccccccccccoccccoce . 1,000,000* $5.0 

New York Newspaper Union List 170,000* 15 

Union time | ist of New York ae 95,000* i 

New England Newspaper Union.............seseesseeees 100,00U* 3) 

Philadelphia Newspaper Union...............sessseeeees 119,000* % 

Pittsburgh Newspaper Union....... ARTCC RET 137,000* eS) 

Baltimore Newspaper Union... ........ccccccesesecsecce 102,000* 3 

Atlanta Newspaper Union............ seccesssecceccceees 119,000* 1.10 

Southern Newspaper Union.. ‘ 38,000* * 

Newspaper Union 52,000* a) 

123,000 % 

165,000 1 

130,000 A) 

50,000 2 

300,000" 14 

114,000 3B 

40,000 *» 

300,000" 2.0 

156,758* 15 

12,500 18 

12,000 i 

12,000 14 

14,000 4 

9,000 10 

8,000 10 

3,000 8 

6,500 8 

5,000 06 

3,000 6 

Baptist....... ... 4,000 06 

Observer.... 4,000 06 

Ad 52,000* A 

7,500 -10 

22,500 15 

200,000* 1.3 

1.0 

25,000" #0 

139,000* 1.40 

200,000 1.50 

Agente 75,000 a] 

Chicago 240,000* 1.0 

Chicago 110,000" wD 

55,000* el) 

50,000* i) 

18,000 15 

60,000 3% 

150,000 1.50 

30,000 * 

15,000 14 

50,000 2 

Leslie’s Popular Monthly.... 90,000 1.0 

American Varm News... .......cccecosccccocsees 80,000* wD 

*“ Circulation Guaranteed and Proved —_—— _—_— 
otal, 5,072,758 

Price for all combined, per line, 835.59 








An Advertisement We quote a handsome 


THIS SIZE discount for a liberal adver- 
INSERTED ONCE tisement to be inserted ONCE, 

IN ALL THE ABOVE you to send a check with 
FOR A $350 CHECK. the order in full settlement. 














Address, Rowell Advertising Company, 


10 Spruce Street, New York. 
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SS '= 
.D. BOYCE’S LIST 


© = OF « « 


BIG WEEKLIES. 


Cc. A. BURTON & CO., 


The Kensington Art Needle, Nos. 34 and 36 West Washington St., 
Cuicaao, February 6, 1892. 














Chicago Saturday Blade, City: 
GENTLEMEN—The replies during the last few months from our advertisement in the 
Blade have exceeded our expectation. The replies during the last three weeks have ex- 
ceeded by thirty per cent the combined number of those received from the Nat 
Tribune and Union Signal. These results we consider worth knowing to advertisers. 


(Dictated.) Yours truly, C. A. BURTON & CO. 





LYON & HEALY, 
Pianos, Church and Parlor Organs, Band Instruments, Etc., 
State and Monroe Sts., 
. Cuicaao, Febru: 18, 1892. 
Mr. W. D. Boyce, Publisher : , me 
Dear Str—This house applies a test peculiar to itself to ascertain the positive value of 
mediums in which they advertise regularly. Both the Blade and the Ledger have stood this 


test, and their constant use by this house is therefore a practical testimonial. 
Very truly yours, LYON & HEALY, 
B. H, JEFFERSON, Mgr. 





INDIANA SPRINGS CO. 
INDIANA MINERAL SPRINGS, IND., 2-26-92. 


My Dear Mr. Boyce—I presume you will be pleased to learn that the little notice you 
inserted for me in your valuable paper brought over two hundred answers inside of six 
days and they are still coming. If new plate for adv. ordered from_N. Y. arrived to-day, I 

dger and World next week. 


lhave a 4in. D. C. adv. in the Blade, 
Yours truly, H. L. KRAMER. 





THE ELLIOTT TELEPHONE CO. 
MOORESVILLE, IND., Feb. 26, 1892. 
W. D. Boyce, Pub., Chicago, Il. : 

Dear Sin—We should have written you ere this but for the rush of replies from the 
advt., which began coming in as early as Saturday —- day of issue, and the mail 
Monday morning brought 100 answers and every mail since has brought a load of answers 

If we could find about two more papers that would pay as well as 


and are still coming in. 
yours we would be happy. 
Very truly yours, E. T. CO., per L. V. ELLIoTT. 


400,000 ais. 


$1.60 per Line, Agate Measure, 
DIRECT OR THROUGH AGENCIES, 




















PRIN THRS" is K, 
1% 


Von 
Leedle 





















COMBINED CIRCULATION, 226,308 WEEKLY, 


To Whom It May Concern: 

The actual circulation of the ELMIRA TELEGRAM and ALBANY TELEGRAM for the past 
three months was as follows. The books of the company are constantly open for the 
inspection of advertisers : 


ELMIRA TELECRAM. 


















OCTOBER 4 167,915 | NOVEMBER 29... 5 
OCTOBER 11 : 171,53: | DECEMBER cs Ky 
OCTOBER 18 168,410 | DECEMBER 5 
OCTO ER ‘) 1693110 | DECEMBER 2 0 
NOVE! :. 164,915 | DECEMBER °27.............. 1 
NOVE: . 1052010 2,174,921 
N I 171,250 | Average Weekly Cire’n... 167,301 
H. S. BROOKS, Manager Elmira Telegram. 
Evmira, January 1, 1892. 


ALBANY TELECRAM. 


NOVEMBER 10 | DECEMBER 27................ 62,25 
NOVEMBER 990 | JANUARY —38Z...........ccceeee 61,81 
NOVEMBER 9970 | JANUARY 10...............4.. 61,14 
NOVEMBER SE BW sccccccsscsscccces 6, 

NOVEMBER 220 | JANUARY 24..............0006 56, 48 
DECEMBER ’ me SANUABY Fh occccceccce-ccccce 56,92 
DECEMBER 450 — ——- 
DECEMBER 5645 826,094 
Average Weekly Circalation .........ccccccccccocccsccceccsssccscecscecccecess 59,007 


JAMES HILL, Manager Albany Telegram. 
ALBANY, New York, February Ist, 1892. 


The Telegrams are represented by all responsible 
General Advertising Agents, and 
Yours Faithfully, 


A. FRANK RICHARDSON, 
World’s Fair. NEW YORK. 


If You 
Want to 
Make 
Your 
Money 
Earn 
Money 
Advertise 
In 















